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The complete line of 
ipex Washers in- 
cludes 6 wringer- 
type models and 3 
wringerless models 
with a deluxe typein 
each line. Quality 
considered ipex 
Washers represent 
the greatest dollar- 
values obtainable 
Model shown at 
right is the Apex 63 


HE famous Apex Double Dasher 
is the original helicoid or spiral 
agitator... U. S. Patent No. 1,834,492, 
March 8, 1932. (Potent applied for, Jon. 28, 1929 


It combines the best features of cyl- 
inder, rocker, vacuum cup and agitator 
motion and is obtainable only on 
washers built by Apex. 


The Double Dasher operates quietly, 
without vibration and requires less 
power. Will not twist, tear or tangle 
clothing. Garments cannot wrap around 
a center post because there is none. 


The Double Dasher makes the Apex a 
double duty washer. When tub is filled 
to the Silk Line the Double Dasher 
washes a few dainty garments quickly, 
thoroughly, safely. When tub is filled 
to the Family Line, the Double Dasher 
washes a whole tubful of the heaviest 
clothing with equal facility. 


The Double Dasher makes Apex 
Washers easier to sell. Reduces com- 
plaints. Keeps customers satisfied. 


APEX ROTAREX CORPORATION « Cleveland, Ohio 


West of Denver: APEX ROTAREX MANUFACTURING CO., Oakland, Calif. @ In Canada: THE ROBERT MITCHELL co., LTD., Montreal, P. Q. 
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i: 
LET APEX STRAIGHTEN YOUR SALES CURVE WITH AN APPLIANCE TO FEATURE EACH SEASON OF THE YEAR 
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HE most cheering business in- 

dicator of the last two months 
has been the upward trend of re- 
tail sales. August was not only up 
sharply from July, but topped the 
peak of 1933 volume. Further, 
September sales are continuing to 
gain comparing most favorably 
with a year ago. The greatest 
gains came from the south and 
west. Stores located in towns 
of less than 30,000 population 
made greater gains than the large 
cities. These results were a sur- 
prise to many a retailer who had 
fixed his eye on the first page ac- 
counts of drought and strikes, a 
declining steel production, motor 
curtailment and politics. There is 
an increase in both industrial and 
farm income. And farmers and 
workers spend their money when 
they get it. The August payroll 
was 3 per cent above July, 10 per 
cent above August, 1933. Farm 
cash income in August totaled $572 
millions, the highest of any month 
since January, 1931. Buying 
power makes retail sales and buy- 
ing power is growing. 


SALES UP 


With few exceptions electrical appli- 
ances all show large gains in unit sales 
for the eight month period as compared 
with 1933. Only ironers, ranges and 
probably cleaners (August cleaner figure 
not in) show gains in August this year 
compared to last. 

After a business that for months out- 
ran the capacity of the factories both 
washer and refrigerator volume began to 
decline in July and lost further in 
volume in August. Which is no reason 
why we should think the end of the world 
is at hand. 

Ironer sales show regular and large in- 
creases—8,418 table type ironers in 
August, 1934, against 6,536 in July and 
4,881 in August, 1933. Now this indi- 
cates that there is some retail selling be- 
ing done on ironing machines. Washers 
slumped off, and it is a matter of pretty 
general observation that washer selling 
has slumped also. But it should be borne 
in mind that last year the peak of washer 
sales came in August and September. 
This year we had a far better spring with 
a March and April peak. The increase 
from July to August was about 25,000 
units. And there is nothing threatening 
on the horizon to affect sales in the last 
months of the year. On the other hand, 
there are elements which should have a 


ae ®. 
definitely favorable effect on washer 


sales. One such favorable element is the 
steady increase in farm income. Pay- 
rolls in industrial centers are on the rise. 
And new washer models are getting into 
production and will stimulate selling. 


MARKET GROWTH 


An important indicator of improving 
appliance markets is the increase in num- 
ber of customers. From July 31, 1933, 
to July 31, 1934, the power companies of 
the country increased their domestic con- 
sumers by 584,898. These are reconnec- 
tions and new homes. A growth of mar- 
ket that we have to go back a number of 
years to parallel. Included are 15,065 
new farm customers. Another indication 
of increased farm income and the inter- 
est which our goods and services hold for 
that important customer. 


MODERNIZATION 


Home modernization is not yet moving 
at any great rate. Only 6,049 loans 
totalling $2,737,000 had been reported to 
September 25. This is considerably short 
of the $1,000,000 a day which was set up 
as the objective. An analysis of 1,824 
jobs shows that heating, inside painting 
and plumbing take up about half the 
total; roofing 9.2 per cent, lighting 3.5 
per cent, kitchen remodeling 1.9 per cent. 
If this sample study is a true indication 
of the way in which the money will be 
spent, then even when loans are being 
passed out at the rate of $1,000,000 a day, 
the electrical industry will not be greatly 
benefited. Not unless some active selling 
gets under way. 


UTILITIES ACTIVE 


Power companies are showing a greatly 
increased commercial activity this year. 
Not only are the cooperative policies of 
former years being continued and ex- 
tended, but the utilities are carrying on a 
much more energetic and effective drive 
for merchandise sales. An analysis in 
Electrical World covering 74 companies 
serving 10,033,422 customers, over half 
the U. S. total, gives a clear picture of 
central station merchandising in 1934. 
Figures are for the first 6 months of 1934 
compared with same period in 1933. Sales 
of refrigerators increased from 49,702 in 
1933 to 86,898 in 1934; ranges from 11,- 
503 to 27,497; washers from 21,570 to 
44,473; ironers from 2,899 to 7,098 and 
small appliances (flat: irons, etc.) from 
196,730 to 303,951. All these increases are 





wearer 


greater than the percentage increases for 
the whole market. The most instructive 
figures in the report deal with how these 
increases were achieved. It is breath- 
takingly simple: These companies hired 
more salesmen and more home service 
women and they spent more money for 
advertising. In 1933 there were 3,596 
salesmen and 487 home service women at 
work for these companies. In 1934 
these producers were increased to 4,285 
salesmen and 579 home service women. 
In 1933 advertising expenditure was 
$489,886. In 1934 advertising was in- 
creased to $889,492. Plans reported show 
no let up for fall. 42 companies will 
campaign ranges, 30 will have special re- 
frigeration drives, 30 lamps, 22 general 
lighting, 13 will. campaign ironers, 14 
washers, 19 small appliances, 5 cleaners, 
2 radio, These campaigns we venture 
to say will have a beneficial effect on the 
lealers’ business in these localities. Busi- 
ness creates business; ironers, ranges, 
refrigerators and all the rest of the line 
are sold because other ironers, etc., have 
been sold. And the mercantile stir and 
excitement of an appliance campaign with 
advertising, show windows and ballyhoo 
is good for the business of every mer- 
chant in the town 


| The 
) 
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OUTLOOK 


We can think of a number of other 
cheerful facts. The better light cam- 
paign is coming along in great shape. 
Jack North in Cleveland, for one instance, 
gets a full page of publicity for better 
light in a Sunday newspaper, and his 
eye saving committee is an impressive 
list of civic notables. The new student 
lamp built to I.E.S. specifications is 
turning out to be a great piece of mer- 
chandise. The effort to increase sales 
of table cookery equipment has been so 
productive that the program for next 
year will be extended and amplified. 
Electric and radio shows are attracting 
crowds and attention. The New York 
show produced sales at an increased rate 
over last year and the Philadelphia show, 
October 8 to 13, will be another of those 
successes that Philadelphia has come to 
expect. The electrical trade retains its 
capacity to think, to plan and to work. 
The public like our goods. The result is 
bound to be improving business and aftet 
a while, maybe, profits 
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Good design comes also from the practic 
by John Castriconi of 
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Henry 
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The ORIGINAL.. The SKETCH... ‘he 


Who first thought of chest refrigera- 
tors, of square washers, of table-top 
ranges, of streamlined irons, of hooded 
oil burners? The designers—a note 
on the increasingly important part 


they play in the business of marketing 
electrical appliances 


By Laurence Wray 


Henry Dreyfuss—have taken on 
ty; a beauty of line and 
ade asier tor the 

ok at the original 

e Hughes first 
ssembled the old 
electric 


electric 
kitchen 
and even at ranges 
to realize the tremend 

the range has made in appear 
he advent of table-top models, 
us kitchen-adornments 
‘tpoint Imperial that Ray 


has missed 
one form or an- 
vacuum 

fans dish- 
radio To say 


pliance today 


roners 


Glorified 
called, and in 
percolators, 


hotplates they 


were hardly even glorified. But table ap 
pliance, due to the necessary importance 
that was attached to their appearance as 
idjuncts of the breakfast table and the 
midnight supper, fell somewhat earlier 
into the designer’s hands 

The fundamental purpose of design is 
of course to promote sales. The cost of 
lesigner services is not negligible; new 
designs call for re-tooling—a thing no 
manufacturer can face without wincing— 
and then there is always the gamble that 
the new design may not even sell as well 
as the old. It has been known in many 
cases to happen. The only real purpose, 
then, is to manufacture a product that 
will sell better than its predecessor and 
better than those competing products 
made by other manufacturers. 

Designing is designing to sell. 

Well, let’s see how that works out. 

Given two products in the same price 
range, the customer will pick the best 
looking. That’s number one. Put a man 
in front of two automobiles whose 
mechanical worth he feels is about equal 
and his choice will go to the one with 
the best lines. Put a woman in front oi 
a couple of hats and she'll do the same 
thing. Put that same woman in front of 
1 couple of washing machines and she 
will buy the one that does the greatest 
credit, from the standpoint of appearance, 
in her home. 

If the operating parts of the mech 
anism of an appliance have been simpli- 
fied through design then you have a 
further selling argument that can be 
translated into increased sales and addi 
tional profits. That’s number two. 

Given better design and simplified 
mechanical operation, a washer, ironer, 
range, or oil burner is set apart from the 
general run of similar products and be- 
comes not only easier to sell, but com- 
mands a higher price. Specialty selling 


requires for its operation, highe 
which insure adequate margins i 
motion, outside selling and 
commissions. In other wor 
staple’ becomes a 
rhat’s number three 
Number four is still primarily 
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ing evidences of it today. That 
relation, through design, of electr 
pliances produced by a single manufa 
turer. If a woman intends to 
electric kitchen, not as a single unit 
gradually, she will acquire the refriger 
tor, then the range, then the dishwasher 
etc. If the products of a single mar 
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Patten designed 


DON LEE HADLEY 


Inheriting the mantle of Donald Dohner. 
ace designer for the Westinghouse and 
other large companies, is Don Lee Had- 
ey. From the age of fourteen he 
worked for International Silver Com- 
pany as a designer, at the same time tak- 
ing courses under Samual Stohr and 
Harry Chieanfarini. He went to West- 
ighouse in 1929 and has had consider- 
able success correlating artistic design 
with Modern manufacturing methods. 
He originated the divided cooking top for 
elecirie ranges and has designed a com- 
Plete line of heating devices some of 
Which are illustrated here. Mr. Hadley 
as also interested himself in packaging 
—an important part of merchandising. 





The evolution of de- 

sign in an iron. De- 

sign affects not only 

the appearance of the 

product but its euse 
of operation. 
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Independent industrial designers gen 
erally bring to their work an eye un- 
practiced and unfamiliar with the trends 
ind habits of appliance manufacture. 
Chey may, as Guild and Dreyfuss frankly 
-oniess, be fairly ignorant of mech- 
anisms, engineering processes and the 
machinery that makes the gadget run 


RAY PATTEN 


Graduated in engineering from M. I. T. 
For nearly six years designed automobile 
bodies for Packard Motor Company. 
Went from there to General Motors 
where he worked on Cadillac. Joined 
the General Electric Company in 1928 
where he designed electric ranges for the 
Edison General Electric Appliance Com- 
pany in Chicago; electric refrigerators 
for the Refrigeration Department in 
Cleveland: motors and other industrial 
units in Schenectady; and finally arrive 
at Bridgeport where currently he is en- 
gaged on washers, ironers, radio sets, 
table appliances, fans and clocks. He is 
also retained, among other companies, 
by International Nickel. 
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But their very unfamiliarity makes then 
bring to each job a new perspective, a 
happy faculty for disregarding “the way 
it’s always been done.” They are not 
inventors but their pre-occupation with 
the problem of producing an appliance 
that satisfies them from the artistic, the 
structural and the “basic design” stand 
points, often brings forth new methods 
new materials and sometimes, actual 
mechanical improvements. Depending. 
of course, on the amount of leeway they 
are given on a specific job. 

Lurelle Guild tells a story about a job 
he did for the Pullman Company. They 
wanted something entirely new in the 


LURELLE GUILD 


Has designed washers for General Elec- 
tric; refrigerators and washers for the 
Norge Corporation; a washer for Mont- 
gomery-Ward; a complete line of light- 
ing fixtures and lamps for the Chase 
Brass & Copper Company (in addition to 
their showrooms in Chase Tower). In 
addition, he has done thousands of 
smaller articles for chain stores and 
manufacturers. An illustrator and com- 
mercial artist before he turned industrial 
designer, Mr. Guild is something of an 
authority on early American architecture. 
His enthusiasm led him to transport a 
tiny early New Hampshire village. in its 
entirety, to his own farm at Darien, 
Connecticut. 


1934 


way of a railroad car, but the traditions 
kept getting in the way rogress. For 
nstance, when he wanted I 

lighting, the Pullman engineers 
were certain that nothing but their di 


rect drops would duce the same foot 
candles of light 


direct 


pt 
It was not until the job 
was done and demonstrated tl i 
point was carried 

In little things like that 


rial design 


modern indus- 
is sweeping away a lot of old 
onventions. When modernity came into 
vogue in a lot of fields, dragging in its 
wake some of the wierdest monstrosities 
that ever came off a 


drawing board, 


(Please turn to page 52) 


HENRY DREYFUSS 


Already famous for his stage designing 
—a work which he still carries on, as at- 
tested by at least one Broadway show a 
year, Henry Dreyfuss has since become 
one of the first rank industrial designers. 
He is retained by the Western Clock 
Company where he created the familiar 
line of Westclox. He has designed a 
washer (the Toperator) for Sears, Roe- 
buck; a further one for the AMC depart- 
ment stores. He designed General Elec- 
trie’s present flat-top refrigerator and re- 
designed their famous Monitor-top. Cur- 
rently, he has finished a new wringer for 
the Toperator, is working on clocks for 
Seth Thomas and on office equipment 
for another manufacturer. 
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You could make a refrigerator. 




























stove, table-top, washing ma- 
chine, or anything else, look at- 
tractive merely by painting them 
with so-called “enamel” paint .. . Or, you 
could apply a so-called “‘baked-on”’ finish 
with about 350 degrees of heat. 

But those finishes would be organic, which 
means: they would be comparatively soft.— 
So soft you could dull their lustre with a 


rubber eraser; scratch them with your finger 




















nail. 
. . \ 
But porcelain enamel requires 1600 degrees ‘ 
Intense heat makes for durability Fahrenheit. And that intense heat not only makes ita 
: ( flint-hard, life-time finish, but virtually welds the inorganic 
unt finishe s. 1600° makes PORCE porcelain right into the metal. nt 
v LAIN ENAMEL flint hard—makes Porcelain enamel (fused on at 1600° F.) is the life-time 
it a lifetime finish —hecause PORCELAIN finish. Household appliances sell better— 
, , last longer—return a higher profit—when 
: F "1 1 pi i »! . . . . rt 
ENAMEL is inorganic. they are finished with fused-on porcelain the 
enamel. 
The intense heat of 1600° Fahren- 
. - «© « « « « «Write for Book 
° e Give yo salesme he selli value of facts. Get 
heit would mean death to anything Sine vee chunen Ge ie ee , . 
7 Porcelain Enamel” and have them read it. It will help sia ar ) | 
. 9 them to bigger profits—happier customers. “eo, ticuls 
organic, &,'" he 
le 
EDUCATIONAL BUREAU | 
CLEARING HOUSE FOR SALES AND TECHNICAL INFORMATION ; ; < 
PORCELAIN ENAMEL INSTITUTE, Ine. — . 
612 NORTH MICHIGAN AVENUE * CHICAGO aida sta iaila : 
612 North Michigan Ave., Chicago 1 
Send me a free copy of your 24 
THE od ” on a smal” “~— obligati f 
Address Dy 
Town and State 
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Kid David Cuts 
Sling Shot 


Giant co-operative laundry cam- 
paign is peppered by J. H. 
Mace of Mace-Ryer 





ROM the publicity about the laundry 

in Kansas City, Missouri, one 
top page news last month 
United States over It 
During the 13 week 


cl Was 
lers the 
ot cooperative 
merchandising, sales of house 
ashers went down 85 per cent 
it were true, laundries at last held 
to competition with washing ma 
It is logical to believe that adver 
umpaigns of the type financed by 
erican Laundry Machinery Com 
ould be effective everywhere For 
some 43 laundries hammered 
i proposition to Kansas City house 
16 pounds of damp wash for 4% 
pounds to be paid for at 3c. apie 
wash sales shot up over 250 pet 
tal laundry sales increased 25 pet 
secretary of the 
ited Laundry Kansa 


Some 63 per cent of the customers 


ccording to the 


Owners ot 


uoted as saying they liked damp 





J. H. MACE, 


Mace-Ryer Kansas 
City, Mo., fought fire with fire. 


Company, 


and intended sending regularly, 16 
cent promised to send sometimes 


to the fray went J. H. Mace of Mace 


Company, and proceeded to meet 
competition in good old _ prairi 


on of fighting fire with fire 
Know your dirt, housewives,” his 
hing machine advertising read. “The 
test laundry offer of all time, 26 
s of finished work for 26c Don't 
use with old fashioned laundry 
thods this famous washer which does 
thing but hang them on the line 
ndrying at home is not only more e 
il, the clothes are fresher and 
er and laundered in the privacy of 


home they last longer because 1 

chemicals are used to shorten thx 
clothes There is no danger of 

g fine linens and other laundry which 


be protected. Most people are pat 
lar about themselves and _ theit 
lere are Mr. Mace’s figures, based 
l rates: 
mated cost of operating washer 
14 hours ; ; 02 
timated cost of operating ironer 
r 2 hours ~ 10 
mated cost of soap for washing 
lution used eds 14 
Total 26 


rhe time required to do washing with 
odel S-16 Apex wringless washer is 
roximately equal to the time necessary 
prepare the bundle for the laundry 
and receive and check on return,” 


E 


pia 


Loose With 
in Kansas City 


he said. “Then the ironing is yet to be 
done Laundries pound 
and 26 pounds will amount to $1.26.” 
“We argue that the privacy of home 
work is made simple, easy and cheap and 
the laundry is not washed with th 
clothes of others. Also the depreciation 
in the cost of the laundry equipment is 
less than the depreciation of the invest 
ment in clothes sent to the laundry, due 


here charge 6¢ 


to the clothes lasting almost twice as long 
when laundered at home. We have a big 


fall campaign on and are going alter the 


lion’s share of washing machine business 
in this district.’ 
hat the six-column advertisements of 


the laundries had an effect on washing 

admitted by G. W. 
manager of the Elec 
Radio Association of Kansas 
City. But he disagrees with the 85% 


hi ] 
machine saies Wa 


Weston, secretary) 


tric and 





idea I have talked to a number of 
dealers,” said Mr. Weston, “and as a re 





think that washer sales fell 


f more than 4 at the most.” 

Perhaps the Kansas City Power and 
Light Company, which has a washer de 
partment operated by the  Faultless 
Washer Company, was in the most 
strategic position to ascertain just what 
happened. Writes Charles W. Stan- 
brough, “Our washer department has a 


crew of four men. The average sales are 


1200 per year The 1934 sales dropped 


some the laundry campaign but 
ive picked up, due to advertising 





{ local dealer \bout 20 per cent of the 
washer sales in Kansas City are through 
the Kansas City Power and Light Com 





the popular 


versus the public 





according to 
|. R. Bohnen, secretary of the Americar 
\ssociation of Washing Machine Manu 
facturers. In the first place, the Amer 


ican Laundry Machine Company’s tests 
ran during the heat of summer, right 
when women who owned washing ma 
chines would least feel like operating 
ther Second, the terrific record break- 


ing heat that prevailed in Kansas City 
made refrigeration extremely popular. 
With most dealers the same crew-of men 
sell washing machines as well as re 
frigeration, and with a midsummer de 
mand for refrigeration swelling to un 
usual proportions, it was natural that 
most of the salesmen switched their al- 
legiance temporarily tc the faster moving 
items. Mr. Stanbrough of the Kansas 
City Power and Light Company con- 
curred with Mr. Bohnen’s opinion on the 
popularity of refrigerators, declaring that 
utility sales for 1934 were about 100 per 
cent over 1933 








¢ Greatest Laumary Otter of all Tiwte* 
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When 

laundries began their offer of 16 

pounds of damp wash for 49 cents, 

Mace-Ryer came back with the offer 

of 26 pounds of finished work at 
26 cents. 


Kansas City commercial 
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TESTING LE.S. STUDY LAMPS 


Tied in with the Better-Light Better-Sight 
campaign, the new LE Study and 
Reading Lamp is sweeping the country. 
A number of manufacturers have pro- 
duced models in both the table and floor 
types. Here is one of the floors of the 
Electrical Testing Laboratories in New 
York City where these lamps are con- 
stantly undergoing tests for quality. At 
the left, the lighting intensity of one of 
the lamps is tested in the giant white 
bowl designed for that purpose. 





How Modernization Loans Trend 


ee DY of a group of 718 moderniza- 
J tion and repair loans among several 
thousand officially reported to the Federal 
Housing Administration as of Friday, 
September 21, show an interesting break 
down as to what the repairs and moderni- 
zation were tor. 

rhe total dollar amount of these 718 
repair loans was $415,719, making the 
average dollar amount of loans $579. 

Ot the loans made, following are the 
number of jobs and the purposes: 


No. oF PEr- 


PURPOSE JoBs CENTAGI 
Heating 265 14.53 
Inside Painting & Re 

decorating .... 264 14.47 
Plumbing ...... 252 13.82 
Exterior Repairs 177 9.70 
Roofing . : 169 9.27 
Outside Painting 168 9.21 
Remodeling—General 155 8.50 
Interior Repairs 102 5.59 
ee 72 3.95 
Lighting : P ian 3.51 
Remodeling— Bathroom 56 3.07 


Cleveland Forms 
Sight-Saving 
Couneil 


"ge ELAND has set out to make its 
A citizens “eye-conscious.” 

Getting the jump on many a bigger 
city, a Sight-Saving Council has been 
formed under the chairmanship of Prof. 
H. B. Dates of the Case School of Ap- 
plied Science, and embracing 178 indus 
trial and civic leaders of the community. 
The Council is a permanent organization 
with headquarters in Room 1826 of the 
Midland Building. Miss Virginia Wing 
is Executive Secretary 

A considerable share of the credit for 
the formation of the Council belongs to 
J. E. North, president of the Electrical 
League of Cleveland His interest in 
Gleveland’s participation in the “Better 
Light-Better Sight” campaign was instru- 
mental in the formation of the new 
Council. 

Ten “Sight-Saving” meetings have been 
scheduled to date to bring the story to 
Cleveland’s 256,000 shool children and a 
booklet “Eyes in Danger—and How to 
Protect Them” has been issued for gen 
eral distribution. 


Additional Rooms ..... $4 2.41 
Remodeling—Kitchen .. 36 1.97 
1,824 100.00 


The total number of jobs exceeds the 
number of loans 
have been mad 


because a given loan may 

lor two or more purposes 

Ninety-five per cent of the loans were 
. i 


made for home improvements and _ five 


per cent for business property 
Che terms tor vhich the ] il wel 


made art 


[ERM OF No. OF PER 
NoTE LOANS CENTAGE 
1 year 227 31.62 
18 months 59 8.22 
2 years $11 57.24 
3 years 21 2.92 
718 100.00 


Of these 718 loans, 564, or 78.55 per 


cent, were new contracts and 154, or 
21.45 per cent, were previous borrowers 
Loans are expected to be made at tl 


rate of $1,000,000 a day when it gets 
in full swing 


\ full page in the Cleveland Plai 
Dealer’s Sunday Magazine 
alded the new Council and told its story 
to the public 


New Graybar 
Sales Policy 


tric Company will drop its Graybar 


brand on appliances, distri 


} ps announcement that Gray 





only nationally known goods, is just ab 
\ 


the decisive answer to the private 
controversy 


Sixty-five years distributing t 
ome experience 
Graybar, has taught them that 
most effectively function by sticking 
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ful in the sale of appliances as a dis 7. 
ut 1 unsuccessful when we func ' 
nufacturer and distributor liat 
e1 eemed evident that the liabilities that 
with the development of the Gray I 
t pliancs outweighed the 
A get Vu rtising and promotion de 
es as { ent ays the Graybar statement, 
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et tie the dealer into this 
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activiti supplemented 
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Q Graybar Company a positior Our August cover of the woman over the washboard caused a lot of 
e appliance business, with dealers comment. Here's how the Dengler Liddy Burd Electrical Co., Elizabeth, 
alike, that will be immeasur N. J., used it—as a window poster (lower left hand corner). One sale and 
nger and more successful thar several hot leads were the result says H. J. Gathman of the company. 
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juestion that a Graybar distributing [Toastmaster products, Sunbeam will make a strong advertising ar 
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electricity were shown \ stage 
; , : tration exhibited 1,000,000 volts in 
you like, but to freeze quickly and economically, \ display of electric lamps, old an 
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pig TVA Appliance 
Display Opens 


7 Electric Home and Farm Au- 


? 
7 


opened its main electrical ap- 
splay at Chattanooga in Sep- 


intends the display room to be 
| a place where people can see 
lectric household equipment. It 
purposes. It is a display of 
approved for EHFA financ- 
ile with the TVA emblem. It 
hold service center with an all- 
tchen, electric laundry and audi- 
tted for public demonstrations. 
iditioning is one of the display’s 
[he system was installed by 
use. It consists of two RW-12 
four air conditioning units 
tem of metal ducts and vents, 
port which admits 2,500 cubic 


he display each 





ew air into t 
1 return channels for the cir 
iction of the conditioner 
ller “Mobilaire” air condition 
for homes and small offices is 
tion on the display floor 
tric kitchen, laundry and audi 
re to be used by Miss Eloise 
EHFA domestic electric service 
ind her staff in a comprehensive 
demonstrations. Women’s o1 
school groups, servants and 
al housewives are to be served 
classes in modern household 


following manufacturers or their 
displayed equipment at the 


nghouse, Crosley, Edison General 
Appliance, Frigidaire, Kelvin- 

| eonard, Electromaster, Estate 
General Electric, Landers, Frary 
rk; A. J. Lindemann and Hover 
lalleable Iron Range, Rutenber 
Standard Electric Stove, Auto 
lectric Heater, Cleveland Heater, 
Electric, Philadelphia Electri- 
Manufacturing, Holophane, Gen 
Electric Supply Corp., Curtiss 
ghting, Frink, Conover, Graybar, and 


Tupelo’s Record 


leanwhile in Tupelo, Miss., business 
hting up with cheap electricity 
use of electricity has doubled with 
rates, and business is following 


lepartment store has more than 
| its lighting. A bank is installing 
nd better lights. A filling station 
brightened approaches and in- 
Stores have relighted windows. 
y of Tupelo is experimenting with 
ite-way lights 
March, 1934, first full month at 
rates, 321 commercial customers 
58,700 kilowatt hours, an average 
kilowatt hours per customer. In 
1934, 353 customers used 100,301 
hours, an average of 284.14 kilo 


urs per customer The average 
r kilowatt hour was 2.5 cents 
the month-by-month story ot 
March, 321 customers, 58 
KWH \pril 333° customers 


KWH; May, 345 customers, 72 

WH; June, 344 customers, 84,300 
luly, 349 customers, 89,900 
\ugust. 353 customers. 100,301 


Electric Home and Farm Authority 
rg inized 1 special stall ot com 
representatives to assure electri 

' 


liance retailer f close and con 


ontact with the EHFA program 





View of electric kitchen at Denver's 
new Institute. 








ippointments to this staff, to serve 
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Here’s something new in washer window displays. It is loaned by the Lovell Mfg. Company, Erie, 

Pa., wringer manufacturers, and shows wringers which go back to 1860. The wringers are all originals 

and are accompanied by drawings of women in the dress of the period. Lovell make no charge for 

the display, only requesting that the user forward it to the next retailer on the schedule, in the best 
of condition. It is insured for $5,000. An old vintage washer would add to its effectiveness. 


retailers in Alabama, Tennessee and E. F. Fleming has been appointed Dewitt T. Dorsey, commercial repre 
Georgia, were announced today by commercial representative for Alabama entative tor Georgia, and J. Van Rogers 
George D. Munger, EHFA commercial He comes to EHFA from Atlanta, after commercial representative for Tennessee 
manager six vears with Frigidaire have been members of the EHFA 








What every merehant should know 





THE WORLD'S GREATEST 
SHOW WINDOW 


HE AMERICAN WEEKLY—like a 
yj pote show window —is filled with 
so many interesting things that more 
than 20,000,000 people each week stop 


to see what is displayed there. 


When products you sell are adver- 





tised in this Mighty Magazine (reach- 
ing 1 out of every 5 families in the 
nation) it will pay you well to feature 
these products in your own window— 
on your oun counters—and in your 
own advertising. 
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The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 

In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families _ 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 


Greatest 
Circulation 


in the World 





“The National Magazine with Local Influence” 
Viain Office: 959 Fighth Avenue, New York City 











At A Century of Progress, where 2 million housewives 
saw and acclaimed ABC Fingertip Control Washers 


It’s the most widely demonstrated washer in America 
today. Over 2 million housewives have seen this ABC 
Fingertip Control Washer actually demonstrated. 
Countless thousands operated it themselves. They 
from their own first hand experience how 
superbly it works; how absolutely safe it is; how in- 
geniously it is designed — what an all-time outstanding 
it presents 


know 


value 


American 


women are truly ABC Fingertip Control 
y a E 





Washer minded — they'll have no other. 





And — you can cash in on this unprecedented con- 
umer acceptance, The ABC Fingertip Control DeLuxe 
Washer is the only wringer-type washer in existence 
that has features and advantages that enable you to 
sell above the $100 class. ABC dealers from all parts 
of the country are reporting average unit sales... . 
ome as high as $101.32 
Thousand 


actual use 


of ABC Fingertip Control Washers are in 
throughout the United States — and these 


thousands are selling more thousands. That’s why 

ABC factories have been working all year at top speed, 
shifts a day . ABC has what people want, and 

they’re buying 

ABC dealers have overcome the bugaboo of money 

losing low unit sales. They’re featuring the ABC 

Fingertip Control Washer, the Spinner Washer, be- 





cause they SELL — and have a real worth-while profit 
left after the sale is completed. While the ABC line 





has low priced models in it, yet we know and you know 
that it takes the higher priced units to make money. 
What’s the use of trading dollars when ABC offers you 
an extra profit opportunity unequalled anywhere — 
there are thousands of ABC dealers that'll back up this 
statement. 


Unless you have the ABC Fingertip Control DeLuxe 
Wringer Washer, and the ABC Spinner Washer, you 
are selling against the trend. Make up your mind right 
now to get the profits out of the washer business that 
you are entitled to — with ABC’s you can do it. 


When you see ABC’s, you'll be quick to appreciate 
why they are the fastest selling and the biggest profit- 
making Washers and Ironers in America. Tell us 
when and where you want to see them — and we'll be 
there with the goods. 


There’s an ABC Washer and Ironer for every class of 
buyer, from the Spinner and DeLuxe Fingertip Con- 
trol Model 66 right down to the “price” unit (7 models). 
Because each and every ABC is made right, it stays 
right . . . . ABC’s have the lowest proven record of 
repair and upkeep costs ... . less than 20c per year. 
You don’t have to spend the profit you make on 
service calls and repair costs. 


| ALTORFER BROS. COMPANY 


(Est. 1909) PEORIA, ILLINOIS 






ABC Fingertip Control DeLuxe 
Washer Model 66 


Actually demonstrated to over 2 mil- 
lion women. Because they saw in it 
outstanding features and value, 
they’re buying it — and ABC dealers 
are making these sales and pocketing 


the profits. 


By Invitation Member 
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Why Feefuse a LIFT? 


b y 


Manufacturers spend thousands of 


sales helps, display material, handbooks and 


sales training courses. The salesma 


who does not make use of this help is refusing a 


lift for his business . . . The ninth in a series of 


sales-training articles 
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The Blues Chasers, broadcasting from the floor of the Good Housekeeping 
Shop, Flint, Mich. 


ve een in to aires I ! 






The Good Housekeeping 
Shop at Flint, Mich., 
solved the floor traffic 
problem when they be- 
gan broadcasting from 


Vi ~~ v . 
— their store. 


s for broadcasting 
ie store instead of from the 


’Eeheon GC: Oe oe ee 






t roadeast put o1 They do not tudio are in line charges, piano rental 
( ) { et k them to come in and buy. The and pay for the talent used. We believe 
thers lesmet nd t t ittention of the we have protected ourselves against pos- and hope to continue all through the 
t to the entertainment feature, and sible competition by other stores by using mer months. 
hen the broadcast is over, can two 15 minute broadcasts daily. We have “The broadcasts have enabled us t 
gerator or washer. been broadcasting now since early April down on our outside sales force | 



























VER since the first electric iron introduced the 
| 4 idea of “Do It Electrically” into the home, Graybar 
(previously as Western Electric Supply Department) 
has actively promoted electrical appliances. While we 
served as a national distributor for many well known 
appliances, we also designed, developed and promoted 
our own major lines, first under the Western Electric 
name and since 1926 as Graybar. 


Graybar Electric is essentially a distributing organ- 
ization, and as such we have successfully functioned 
since 1869. Our 74 distributing houses, equipped with 
the machinery and men to economically and effectively 
distribute merchandise from manufacturers to markets, 
are peculiarly fitted to serve appliance manufacturers 
and dealers alike as is no other company in America. 
Now we plan to make this organization available for 
the distribution of major appliances as it has been for 


minor appliances. 


Effective at once, Graybar announces a new plan 
of appliance sales and distribution. That policy is: 


First: The distribution of the better known appli- 
ance and radio lines of manufacturers who have a 
reputation for quality and sound value. These lines 


will be sold under the manufacturers’ trade names. 


Second: The continuation of sales policies that 
will insure living profits for dealers. 


Third: The development of Graybar sales promotion 
plans that will fit into the manufacturers’ plans and 
advertising to insure sales volume for smart dealers. 


Fourth: The use of the Graybar Tag on appliances 
and radio sold through Graybar dealers. The Graybar 
name is one of the best known in the electrical indus- 
try. Advertising is keeping it important to people who 
buy and people who sell. The Graybar Tag is a sym- 
bol of quality and integrity and, placed on an electrical 
appliance, it stamps that device as different from any 
other on the market. Such an appliance has a three 
name guarantee—(1) the dealer's; (2) the manufae- 
turer's; and (3) that of the Graybar Electric Company 

world’s largest distributor of electrical equipment. 


If you are a manufacturer or dealer the new Graybar 
policy is of sufficient interest to you to warrant your 
writing for further details. Address the Graybar office 
nearest you or write direct to the Graybar Electric 
Company, Graybar Building, New York, N. Y. 





















Graybar offers to dealers a complete line, every 
item selected for quality and value, plus a ware- 
housing and delivery service enabling dealers 
to turn over their capital rapidly by maintain- 
ing minimum stocks. Plus a guarantee to every 
Graybar Dealer of a fair and reasonable margin 
of profit. In addition to the above advantages 
Graybar offers its dealers the following: 





Graybar Poster Service—Costs you nothing. We sup- 
ply posters, frames. You agree to display the posters. 
Each month a new poster is sent. Posters are striking, 
colorful and original and will attract customers. 


(¢ sahilry Window Displays —Your windows 
( ? are your best salesmen. Graybar dis- 





GraybaR ; 
x veeetad amrees plays will make them more attractive. 











aaa 
SPECIAL SERVICES NOW OFFERED TO GRAYBAR DEALERS... 


These displays come in a variety of types and sizes 
Model Kitchen Information — Model Kitchens wil! 
help you sell appliances. Displays and helps availabl 
Newspaper Copy Service—Graybar’s Advertisin 
Department offers to help you in laying out an 
writing advertisements to suit your special needs. 
Radio Talks—Local, “spot” broadcasting can be used 
successfully by the electrical Dealer. Graybar ha: 
helped with scripts for several successful programs 
Publicity —Special publicity stories furnished to deal 
ers in addition to regular national monthly release= 
Other Sales Helps— Pamphlets, playlets, dealer ideas 
letters and other sales helps are available. Ask your 
Graybar salesman about them or any of the above. 
Or write us for details. 
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Wax GraybaR : 


~| New Appliance Policy 








| 


g customers to us instead of having 
to them. On the other hand, we 
ive to keep four men permanently 
r duty, because floor traffic has in 
i to such a degree.” 

s at the Flint Good Housekeeping 
ire 500 per cent better than at the 
time last year, Mr. Timpson reports. 


During the announcement of the broadcast, there is a good deal of appliance 
selling talk injected into the announcer’s remarks. 


Salesmen don’t try to sell while the broadcast is on but they close sales and 
get prospects afterwards. 


casual 


In 


In 1930-31 the shop did a quarter No attempts are made by salesmen to 
million dollars’ wor yf business é nything while the radio program is 
year M1 mpson hope throug! eing broadcast. An amplifier and loud 
radio progra er promotions, t eaker outside the store attract 

equal the sales volumes of 1930-31. “Sales passersby inside the doors. Signs in the 
for the first quarter of this year were 25 windows also invite customers to come 
per cent ahead of the average for the last and see the broadcast. The noon broad- 


four year period,” he said 


features a crooner, while at 


night 





Announce 





LEADING MANUFACTURERS WHOSE LINES ARE DISTRIBUTED BY 


CLOCKS “Retr ere” 


Telechron” 


Revere Clock Co. 
Warren Telechron Co, 


CLOTHES WASHERS “Meadows” 
“Thor” Hurley 


The Meadows Corp. 
Machine Co. 


COOKING APPLIANCES 
“Everhot”—The Swartzbaugh Mfg. Co. 
Grill-Master”— Steel Materials Co.“ Man- 
ning BDowman”— Manning Bowman & Co. 
Vesco”— National Enameling & Stamp- 
ng Co. “Proctor”— Proctor & Schwartz 
Llee. Co. “Star-Rite”—Fitzgerald Mfg. Co. 


HEATERS (Portable) “Arvin”— Nob- 
itt-Sparks Industries, Inc. “Everhot” 
Che Swartzbaugh Mfg. Co. “Manning 
Bowman” — Manning Bowman & Co. 
Markel”—Markel Electric Products, Inc. 
Proctor” — Proctor & Schwartz Elec. Co. 
Sunbeam”—Chicago Flexible Shaft Co. 


IRONS “American Beauty”— American 
Electrical HeaterCo, “Manning Bowman” 


Complete line of Apex Appliances handled by Graybar in Pittsburgh, Pa., 


“Marion” 
Rutenber Electric Co. “Proctor 
tor & Schwartz Electric Co. “Star-Rite” 
Fitzgerald Mfg. Co. “Sunbeam” 
Chicago Flexible Shaft Co. 
IRONERS “The Eldredge” — National 
Sewing Machine Co. “Meadows”— The 
Meadows Corp. “Thor’— Hurley Ma- 
chine Co. 
LAMPS “Mazda”—General Electric Co. 
MIXERS AND EXTRACTORS “Cul- 
inaire”—The P. A. Geier Co. “Gilbert”— 
The A. C. Gilbert Co. “Hamilton Beach” 
Hamilton Beach Mfg. Co. “Magic Maid” 
The Fitzgerald Mfg. Co. “Sunbeam”— 
Chicago Flexible Shaft Co. 
RADIOS “Colonial’—Colonial Radio 


Corp. “Radiotrons”— R. C. A. Radiotron 


Manning Bowman & Co. 


Proe- 


Co. 


RANGES “Gravybar-Crawford”- Walker 
& Pratt Mfg. Co. 
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OFFICES IN 74 
PRINCIPAL CITIES 





GraybaR 


REFRIGERATORS “Kelvinator” —Kel- 
vinator Sales Corp. “Leonard”— Leonard 
Refrigerator Co. 
SEWING MACHINES National Sew- 
ing Machine Co. 
SUNLAMPS 
The Miller Co. 
TABLE APPLIANCES “Everhot”— 
TheSwartzbaugh Mfg.Co. “Hankscraft” 
Hankscraft Co. “Manning Bowman” 
Manning Bowman & Co. “Proctor” 
Proctor & Schwartz Elec. Co. “Silex” 
The Silex Co. “Star-Rite”— Fitzgerald 
Mfg.Co. “Sunbeam” — Chicago Flexible 
Shaft Co. “Toastmaster”—"Wafflemas- 


ter” — Waters Genter Co. 
ome > 
YF car 


“Miller Sunlites” 





“Royal” The P. A. 


Geier Co. 


VACUUM CLEANERS 





and Youngstown, Ohio 





v 


~ 













Johnny Mungall, “the Gr 
on the ais 

Part of the cost f broad 
borne by manufacturer The 1 
have been varied over three of the prod 
ucts the store sell—Gr w re erator 
Easy washers, and Hotpoint refrigerators 
and washers. Continuity for the 
is kept flexible to meet les conditi 
and is submitted to Mr. 7 I rily 
before the broadcast goes on the air Jur 
ing each of the 15 minute periods three 


sales “plugs” are used 





The Flint Good Housekeeping St! 
formerly a member of the Detroit cl 
the same name, is now an independent 
store. It has resorted to other novel 
means of advertising, at one time u 
billboards on the outside eet cars 
Newspaper advertising su ent ie 





radio broadcast with the two div ons 
kept under 


separate appropriatior Mr 

Timpson said the total advert gy ap 

propriation for tl vear would run 
around $20,000 

The store handles washers and ironers 

(Easy), refrigerators (Kelvinat Gru 


now and Hotpoint), radi Grunow 
Philco and General Electric 
(Hoover, Pren 
electric 


radios 


vacuum 
cleaners 

Electric), 
automobile 


““ 


lier and General 
; 


‘ 
Monarcl 
( Sparton ) 


1) and 
»eparate 


Tanges { 


islands” on the display floor are used for 
each type of appliance all being grouped 
together in various sections of the floor. 

The store employs from eight to ten 
outside salesmen in addition to its per- 
manent floor duty men 
had 25 men on outside canvassing, but 
that number was cut when it was found 


the radio broadcasts were bringing in 


In 1930 the store 


prospects 


Book on the Install- 
ment Customer and 
His Bad Habits 


_ IND THE WOMAN’ tact F 4] 


same type that put Dillinger or 
spot often work in locating skips, S 
W. Guggenheim relates in h 
“How to Collect Installment A 
recently published by the Credit Pri f 


Rochester, N. Y. ($2.00.) 


Ten to twenty per cent of the account 
receivable take up 95% of the credit man’s 
time, says Mr who is 
veteran employee of Garson & Wood, 
Crosley refrigerator dealer in Rochester 


Guggenheim, wl 4 


The three paragraph letter, short and 
snappy, is his favorite means of gettir 
action out of these installment tom 
with bad paying habits. An advocate 


the honey coated approach, he finds these 
angles get results 

1. We have not received the courtes 
of a repiy 

2. The time has come 
must be done about your account 

3. Why don’t you get a good credit 
rating through this account? 

“You will find 99.44% of your 
tomers have the best intentions to pay 
states Mr. Guggenheim, “and if properly 
handled your losses should be about 4 of 
1%.” 


when something 


From experience, Mr. Guggenheim d 
clares he has found it alwavs best to let 
his delinquent customer talk first when 
he comes into the store The st ry he 
tells will give a clue as to what action t 
take. 





MANUFACTURERS 
of ELECTRICAL 


This booklet on sales promotion has been prepared 


APPLIANCES 








especially for electrical appliance manufacturers to help 


that will be off the press shortly, and soon in constant 





maximum results in this important work. 


build and maintain accurate dealer 











many other important details of in- 





terest to all sales-minded executives. 


MERCHANDISING 


















be a GSN 





WHY dozens of major power companies are 
long-life Chromalox Super-Speed enclosed type 
range units for replacements. 

WHY thousands of ranges have been modernized with 
Chromalox Super-Speed “top burners.” 

WHY 75% of the enclosed range units sold in certain 


range rehabilitation campaigns by power com- 
panies were Chromalox. 


WHY 75% of the new ranges sold by four manufac- 
turers are Chromalox-equipped. 


MAYBE IT’S BECAUSE... . 


HOUSEWIVES by the hundreds tell us they like the 




































they say Chromalox 


DEALERS say that its 


it stays sold because 


POWER COMPANIES appreciate 
faction is a prime factor in 
the Chromalox Super-Speed 
sters for electric cook- 





he largest manufacturer 








mplete information 


L. WIEGAND COMPANY 
! Chromalox Heating Units 
7525 Thomas Boulevard, Pittsburgh, Pennsylvania 


MAIL COUPON TODAY FOR FULL DETAILS 


PPrTritiiTiit titi 
; 





tinits of Equal Rating! 














By 


Roi B. Woolley 





























itine ot vasher- 


a etrigerators trom “Sp 
ialtv Street” to ‘Staple \ve 
1 co ver prices maller margins 
N mger will these product 
eld the ime specialty profits or pay tor 
| 1] “eae Ee Hing of 
pn iitv s¢ ng \nd specialty selling 
y merchandise is what the 


ectrical retailer and distributor needs tor 
, 


irger profits. Only the utility that is high 


ed because it ofters greater conven! 


nee and service, because it is better built 
and looks it, and is out of the competitive 

ind people can be convinced they 
‘ t, provides the margin that pet 


its the dealer to employ the right kind 


f specialty salesmen 
\ Electrical Verchandising — has 
nted out (August issue) the specialty 
ilesman is no common clerk or order 
aket He knows his product. He 
specializes on the appliances he knows 
ind he must be paid for his salesman 
[he margin on the specialty appli 
LNIce lue to its higher price, is great 


enough in dollars to pay the salesman, 

for the advertising, and leave a bal- 

e of profit for the merchant the 
nerchant who will organize to push the 
pecialty, as well as market the staple 
ppliance, will be able to read the results 
black ink 
Putting it this way: where the retailet 
t 40 per cent on a $150 article there 


ere enough dollars in it for him to pay 
r the best salesmanship, plus. But the 
me per cent on a $79.50 product 
hanges the entire picture The dealer 


Hust turn to higher-priced, larger-margin 
ppliances or equipment, if he is to main 
tain a specialty selling force 

he automatic oil burner gives him the 
argin in dollars sufficient to enable him 
to do this. With it he can attract specialty 
‘smen who are not making their salt 
other fields 

It provides margin to enable him to cam 
raign on this highly useful home im 
provement, as he used to do with cleaner, 

isher and refrigerator 

There is another factor of importance 


t the electrical oil burner dealer 
Whereas, in selling refrigerators, for 

xample, the sale limitations are more o1 
less “fixed,” inasmuch as the product bears 


i nationally advertised price, with oil 
burners, each installation is, to some ex- 
tent, different. The burner price may be 
established, and known, but the tank and 
other fittings introduce an element of 
“figuring the job,” as the installed price 
will depend upon conditions peculiar to 


q,ettin 
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¢ into thie 


















The oil burner is now: 
is some information 0 


prospects of the oi 


the job. It is fairly simple to a 
extra profit. This is particularly 


in cases where local ordinances and re 
lations increase the cost of installat 
is in communities in Bergen ( 
N. J., where dealers are said to ac 
to $25 to the selling price to cover 


imposed costs of $13 to $15 


It is true that there are other 
portant factors in the merchandisi 
burners, but selling is the stellar 
Bear in mind that the household 
matic oil burner has been simplified 
tined and perfected, and the entire bu 
industry greatly stabilized. The “idea 
household heating by oil fuel has 
well sold, generally The pioneer 
preliminary work has been done by 
ufacturers and distributors, spending 
lions of dollars in engineering, pt 
tional and advertising work. Fact 
through their field and plant repres 
tives, provide the dealer highly tr: 
personal cooperation as never be 
their energies have swung mater 
from the haphazard grabbing of new 
lets to hand-picking their dealers 
distributors and cooperating with tl 
tablished ones by means of sound inst 
tion, sales and management helps 
have developed new products, 
within the price range of the mediu 
come home owner, yet still leave a 
factory dealer margin. They have « 
oped burner-boilers—complete units 
the monied class who want the “ultin 
Several of America’s leading indust 















(il Burner The Wagner Net-Work 


of 25 factory branches 


Business is your assurance - - 


A 
a 














that wherever your customers may be located, there is a 









DENVER BRANCH / 


Wagner service branch and a staff of motor experts nearby 
whether in Maine or Oregon, in Minnesota or Texas 






When selecting a make of motor, it is very important to give 





consideration to the service the motor manufacturer can give 






your customers. It makes your sales story much stronger and 






more convincing when you can point to definite plans you 






have for nation-wide handling of motor service or application 






problems — for when your customers need replacal motors or 





repair parts, they usually want them without delay 





Twenty-five branches, like those illustrated here, carry a com- 





plete stock of standard motor parts, available for immediate 






shipment 






When you select W agner, you add the entire Wagner organi 





zation to your own 


Wagner Electric @rporation 


6400 Plymouth Avenue, Saint Louis,US.A 








Motors Transformers Fans Brakes 
miie18 








ATLANTA CINCINNATI INDIANAPOLIS MINNEAPOLIS PORTLAND 
BALTIMORE CLEVELANO KANSAS CITY NEW YORK SAN FRANCISCO 
BOSTON DALLAS LOS ANGELES OMAHA SEATTLE 
BUFFALO DENVER JEMPHIS PHILADELPHIA ST. Lous 
CHicaGo DETROIT MILWAUKEE PITTSBURGH TORONTO 














40 agner motor-re- 










pair department 
Detroit Branch 
iMustrated 


ine,” who sell t r regular customet 









nly when they come in to buy a burner 





ire doing the poorest job The exciusive 






burner dealer, or the specialty deale1 





pushing his burner department as a sepa 













te ganization, sells more units, 






realizes greater prohts and weathers more 





ade storms. 












\t the outset he will have some seri 











conterences with manutacturet 






hese will not be concerned alone with 












































































equipment, sales an service cooperation 
but the important details of quotas, di 
ounts, warehousing, guarantees, finan 
"3 . ing sale and stoch 
nou @ package appliance. Here Sicaia cessiides aia Si cal oiaiibi 
n were 1d sti are co Naints 
ome quarters from burner dealers who 
: claimed, and still aver that while dis 
on on markets, methods and 7 Se 
counts or margin lett nothing to be ce 
red, they were required to carry too 
M , } | ' 
R . . uch stock, wet owing to the seasonal 
he olf@burner business today eae et pdgensg~< 
° nature t the elling obliged to pay tor 
hei stocks too far ahead ot possiDle RA t 
eturns irom sales, and found too mu 
required of them in the way of service 
: ind “cat paign” expenses e 
anies have entered the field, afford Haply, these problems are not a 
the new dealer any number of great portant today Many dealers buy 
es and products to select from, an hand-to-mouth basis, at least part of 
issurance Of Most modern, progressive veat others, who have built an or 
landising aid vanization and are established operat Turn Prospects Into 
. . P on % tually satisfactory quota ba 
Factors to Be Considered oe iaage Cece H h W f 
with the manufacturer Phe seasonal Orders Wit aynes &. 
What are the factors to be weighed by question is being lved and manutfa <s 
dealer planning to merchandise oil turer cooperation provides sales, service Coalitosis Campaign! wn nT Osis 
| , will pale 
ning equipment Regardles ) ind other helps that weren't even con ,— Veer 
ther or not he is already in busine ( ( ‘ Ss agi ? s 
ass es ectured a few ig ago AYNE Dealers enjoy a con- 
ust consider Our triend the dealer will, howev« " 
Management (including 01 cavetalliy. seeds and amsleer bis aacket stant flow of live prospects 
ganization, system, persom real and potential. He will gauge his developed by the Wayne Coalitosis 
nd ( : ; ] . 1] » ; 
and financing ibility to sell and service it He wi Campaign. Ten powerful folders 
: “ae 7 understand the relationship the heating pave the way. Then the Coalitosis 
nstallation contractor the »-called heating ss : 
t—Servicine peer e Evidence Book shocks prospects in- 
ICITI£ specialist, or engineer (there are ome 
Chis article will confine itself to thos: n every large community) and_ the to action! You have more pros- 
lems that come under management builder and architect have upon his sell pects, more quick sales when you 
; , : 
arily In a later article we hope to ing. installing and ser ing ot , . 
the other important pha pee a oy ee reaper od Maan He wil are selling Wayne Oil Burners. 
other rortan p st know e imp rtance of ee] Ww accu Bs a g 
general, the principles of manage cost secteila. ant Ysavine iansh : Write today for information about 
See alia . : apihinnt , , re - iy . : 
that make a success of any reta hance (if he would know whether he this powerful sales campaign that 
e2\ le Co al +7 = . _ : - 
eavor < ll w fo le O J burne n the red or the black at the end of th will increase your prestige and 
e1 e need not enter the fiel vear). He will understand all the fact . 
dly There is a informa that make up the nal price of an i profit. 
it his disposal tl manutac tallation. which are ° 
, the industry's associations and the l The factory cost of the burn Wayne Oil Burner Corp. 
le press Chere is the rich experi 2—The producer's sell 0 701 Glasgow Ave., Fort Wayne, Ind. 
% burner dealer n his immediate 3— His profit 
ghborhood to draw upot If he is not I— His vn installation x 
Ing to ¢ xpend the energy and time to 5 His merchandising st 
et out the facts he had better not at 6—His overhead Ye Y Y A iE 
pt the venture 7—His commission t il 
. 4 Is oO ss O salesmet 
le will find that, generally speaking 8—His profit 
: is profi 





THE WORLDS FINEST OIL BURNER 


dealers handling burners as a “side (Please turn to page 14) 


a ELECTRICAL MERCHANDISING OCTOBER, 1934 








about ne activities Of scores ol ealers reveais 


many kinds of sit 





well as a profits as there are dealer 1 the survey 
w that few \ dealer in a city of 15,000, with n 
ach pr nt how-room, sold an average of $33,000 








t r three years with gr yearly profits 
f $13,200 on working capital of less than In Eastern suburban sections, latest 
$3,000. Bat—he had practically no cor figures show that installation costs run 
i work (de ill the way from $200 to $250 for the 
$ t f his sale minimum job. Costs depend, naturally, 
on of job, 10 per upon who does the work, the materials 
uM of order. Heat used, time required, etc. 

c pany installed [he dealer will do well to make ac- 

e1 i No overhead or urate surveys of each individual in 
tallation expense. In a city of over tallation, before it is made, to place a 

50,000 an electrical dealer, well rate padlock on “service” costs, to use only 

ul us averaged 25 burners per year. Cost the best materials, and skilled labor. Ac 

h about 10%. Here are some figures urate cost-accounting is advisable par 
e ticularly because of the contracting work 
et it Burner $305.00 required, and because it is the installa- 
Freight 5.00 tion and service work that will largely 

lank 55.00 letermine his profits, or loss. 

Pipe and fittings 15.00 No seller's market exists for the 
Elec. work 0.00 urner dealer His competition is not 
Excavating 10.00 nly other burner retailers, but the motor 
Labor 35.00 ir, the roofer, the painter, in fact, a 
Brick and cement 1 multitude of household products and 

ces. He has the satisfaction of know 
$455.0 ng however that nearly every ‘home 
Selling price of installa vner wants an oil burner. Let anyone 
n $850.0 ' juestions the value of this utility try 
V Gross profit $395.0 to rent a house mot equipped with a 





HELP YOU SELL 
DOMESTIC 
WASHING MACHINES 








IMPROVED LUBRICATION — long 
bearing life assured by extra-large oil 
supply and recirculating system. Wool- 
yarn packing filters oil and feeds it to 
bearing; oil throwers and returns recir- 
culate oil. Thus, a constant supply of 
fresh, clean oil is assured during life 
of washing machine. 


END-PLAY SILENCERS—assure 
quietness without wear or power loss 
from added friction, by effectively cush- 
ioning end bump at both ends, yet re- 
taining free movement of rotor. Durable, 
spring-steel construction—last the life 
of motor. 








TERMINAL COVER PLATE — per- 
mits quick, economical removal and 
assembly, because equipped with key- 
hole slot and notch. Attachment cord 
anchored in any of four positions — 
flexible and permanent. 


RUBBER MOUNTING—zives smooth, 
quiet, < ushioned power. Daten com- 
pletely isolates inherent single-phase 
torque vibration. Rings of live rubber 
are impregnated with special compound 
which makes them impervious to oil — 
makes them last longer. 








EXCLUSIVE WINDING TREAT- 
MEN T—windings will not soften under 
heat. Bonds them — protects them from 
moisture, high temperature, and me- 
chanical injury. Windings suitable for 
use even in the tropics. 


SIMPLIFIED CONNECTIONS — no 
splicing or soldering required. Built-in 
terminal box has studs for easy line con- 
nection. Four cord-outlet positions avail- 
able. Motor readily reversible by simply 
interchanging two leads in box. 








CAST-ALUMINUM ROTOR — inde- SIMPLIFIED BASE ASSEMBLY — 


structible. Has permanent electric simple, rapid, positive, and easily acess- 
characteristics. Cannot become open- sible. Latch assembly requires only a 
circuited. Squirrel-cage is one-piece, xd screw driver to attach or detach. Base 
solid-aluminum pressure casting with no can be rotated to facilitate mounting in 


soldered or welded joints. Contributes to any position desired. 





quiet operation inherently well 
balane ed 





oe 


RELIABLE STARTING SWITCH re att INTERCHANGEABILITY all 1/4- 
long-lived — positive-acting — rustproof oo) oe horsepower motors have the same 
quiet Built to last the life of the mo- ua ctes| I ki mounting and over-all dimensions, and 


tor—no servicing required. Service life 
proved by actual tests. 


mount in the same cradle. 























\u other motor has so many features that will help you sell domestic washing machines. The nearest G-E 
office will gladly supply complete information; or, address General Electric, Dept. 6A-201, Schenectady, N. Y. 


070-69 


GENERAL @ ELECTRIC 





an taal aa Getting Into The 
Oil Barner Business 


proble1 worth of oil burner installations per year eae CONTINUED FROM PAGE 13 





burner, against a house offered 
equipped. 

Therefore, one of his first studies 
be that of selling. He will observe 
somewhat seasonable trend and make 
vision for products and/or service 
merchandised during off-peak b 
periods. September usually is the 
month followed by October with A 
third in importance. February 
last, with January a close “also-ran 

Even during slack seasons, bt 
dealers have straightened the bu 
sales curve by intensifying selling 
tivity. Just as the motor car deale: 
levelled his sales curves, so have 
gressive burner dealers. The add 
of other merchandise items, such a 
refrigerator and washer, air condit 
equipment, heating specialties (ra 
valves and covers, etc.) have helped 
terially, and shown good return o1 
vestment. 

In considering selling, the dealer 
post himself on such details as c 
operation and other attributes (o1 
advantages) of his products and cor 
ing products. He will carefully w 
fuel oil prices, which just at present 
sufficiently high to cause concern, a1 
crease sales resistance, while encour 
ing competition from stokers and 
heating equipment and methods. He 
understand the importance of proper 
distribution and see that his custon 
are well and promptly served. He 
familiarize himself with local ordinar 
regulating fuel storage, tank and bur: 
installation, etc. Most important, he 
decide only after careful deliberat 
whether to farm out his installatior 
ervice work or handle it himself. 

inexperienced he will do well to er 
ploy a capable man to handle this e1 
his business. 


He need not be too much dismay: 
the fact that general economic condit 
are not now as favorable as they will 
that many home owner prospects art 
of the market—temporarily. There 
prospects who can pay, on every har 
oil burners are being sold, and he n 


well get his share of the business—ar 


he will if he is willing to work f 
Let him study the mechanism of 
Home Owners Loan Corporation and t 
ther governmental agencies and bure: 
up to aid his customers and hin 
Let him follow some of his prospects 
their homes and their businesses 
study their living and buying habits 
vestigations conducted by a large mar 
facturer, in order to determine the 
pations of some 15,000 customers, s! 
that about 37 per cent were trades: 
clerks or stenographers, 10 per cent 
chants, about 8 per cent were wid 
married and single women, over 12 
cent professional men, doctors, law) 


engineers, dentists, etc., nearly 7 pet 
salesmen, about 5 per cent builders 
tractors and retired men, and some 
cent clergymen and architects. 


Some Recipes for Success 


lo briefly summarize the reasons 
vanced for their success: many de 
give credit to the fact that their m 
is particularly receptive to the idea 
heating. Those concerns of long 
ing in retail circles, whose names 1 
much find their reputation a great a 
likewise those burners find greater 
ceptance that bear honored name 
have been well advertised. 

\ large majority emphasize th 
portance of maintaining inviting 
rooms and of handing the complete 
of burner equipment, with attractive 
play S Some dealers have been succe 
in hooking-up a burner to a stand 
make boiler in the basement, and 
the outfit for both heating the buil 
and - for display and demonstrat 
Naturally the surroundings should be 
tractive. That it is not necessary 
maintain showrooms or displays is 
tended by a number of dealers who 
trom their homes, or from small spa 
office buildings. As one dealer put 
“My best display is an installation in 
home of a customer.” Many conc¢ 
use their customers’ installations—or 
lected customers, as demonstration poi 

Most dealers concede that the pr 
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the prospect—the price, terms, 
e (or other inducement) is quite 
nt. Very few within our ken do 
tising, the majority making full 
the manufacturers’ sales helps. 
a difference of opinion as to can- 
and the use of the telephone, but 
jority agree that house-to-house 
is desieable, with the telephone 
il used to develop leads. All 
unite on the importance of han- 
good product, right in design and 
tion, free from installation and 
complications, economical to 
ind backed by a reputable com- 
There are several types of 
ind «sboiler-burners, and_ the 
ll do well to familiarize himself 
1, and the names and merchandis 
ies of the leading makes. Let 
ut and do a little investigating 
# the trade, and its customers. Thi 


11 


him more than the most fluent of 


ture! representatives, and ad 
ia the : 

dealers stress the value of cus 
xd will in making sales. “My 
nula is simple,” said a successful 


he right product, well trained 
1 and workmen, honest selling, 
nstalling, personal attention to 
link my customers to me 
h them I get most of my business.” 
dealer decried knocking com- 
a trend that was far more 
nt before the industry began to 
house in order Many dealers 
believing that 
customer is 


he human equation, 
service to the 
nt 

dealers report success in capi 

working 

he heating engineer, contractor, 


2 outside cooperation, 


ind appliance salesman, fuel dealer 


he like On the other hand one 
decried the benefit to be so ob 
claiming that contractors he has 


in had tipped off his leads to com 
s and had so tried to get his pros 
to buy everything else in the heat 
» that they decided not to buy at all 
inufacturer’s viewpoint is interest 
Che trouble we've had in establish 


ng satisfactory dealer connections—and 
sfactory I mean mutually profitable 


it the merchant is unwilling to give 


ne necessary to master the three 
functions of selling, installing and 
ng burners.” 
the oil burner dealer remember 
call him what his customer may 
ractor, merchant or “he iting spec ial 
he—the customer—expects heat when 
uys a burner, even if the customer 
eared to have another reason in mind 
n he bought; but whatever his view 
t, one thing he will expect is heat! 
loesn’t matter whether or not the real 
le may be due to defects in the heat- 
plant itself, or auxiliaries that the 
iler had nothing to do with, the burner 
the blame, and so does the dealer 
th this thought in mind, the expectam 
xistent oil burner dealer will provide 
very contingency that might alienate 
ustomer after he has sold him, as 
is for selling him on a profitable 





National Elee- 

trical Exposi- 
tion Goes Over 

pP BLIC and particularly dealer in 


rest in the second annual National 
al and Radio Exposition, which 
tly terminated its eleven-day run at 


n Square Garden has given 


indication of marked confidenc« 
} 


le in 
the 
months in ele 


possibilities of considera 


volume of business dur 





ng tall and winter 

ind radio merchandise,” according 
statement issued by Ralph Neumuller 
aging director of the Electrical As 
ition of New York, sponsors of the 


ihe factors particularly contributing 
‘ feeling ol confidence are the possi- 
es presented through the National 
ising Act tor rewiring, refixturing, 
illation of air conditioning, oil 
ers, ranges and other appliances in 
electrical field,” Mr. Neumuller con 
d. “In the radio field, by the public’s 
est in all-wave receiving sets making 
lable the world’s best radio programs 
1 remarkable perfection of clarity and 
ime, and the continued popularity of 
Ss in automobiles.” 
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“Advances in the electrical and radio 
arts during the past year, as shown by 
the products that have been displayed in 
the show have been so marked,” he 
added, “that replacement markets of con- 
siderable extent have been created for 
refrigeration, radio, appliances and other 
items.” 


Bigger Sales 


From every angle the 1934 exposition 
proved successful, according to Colonel 
John Reed Kilpatrick, president of the 
Madison Square Garden Corporation, 
which has managed the combined elec 
trical and radio shows in New York last 
year and this. Colonel Kilpatrick stated 
last night that the third annual exposi 
tion doubtless would be held in September 
of 1935 at the Garden 

Attendance this year was slightly be 
low that of 1933, the exposition manager, 
Joseph Bernhart, reported The crowds 
were more serious in their study of the 
exhibits this year than last,” he added 
“Business written by exhibitors in the 
Garden, it is believed, will exceed tl 
estimated total of $1,500,000 of fast year 


e 
1 


There were 110 manufacturers and dis 


tributors represented in the exposition, an 
22 
33 


increase of twenty per cent over 19 


t 
and a total of 105,000 square feet of floor 


space was occupied ™ 


Atwater Kent in =e 
Refrigeration Field 


shipment 
It is generally reported in tl 
ertheless, that its equipn 


an all-por 


fe Atwater Kent Manufacturing 
Company, Philadelphia, Pa., 
fore engaged in the manufacture of radios the top 


hereto 


exclusively, will also make and mar lefrosting 


ket under its own name a complete line of 1 speci 


domestic electric refrigerators, it 


been announced by A. Atwater Kent. First heavy duty 
hipments of the new refrigerators will go porcelai 
orward to distributors within a_ few ind non 


trinle | 


“We have been actively interested in 


the development ot electric re trigeration expect 
for a number of years, and our engineer ing art 
ing laboratory has kept abreast of the ad most 
vances made in it, but we have deferred Phe 
entrance into the refrigerator market un designed in t 
til general business conditions improved,” laborat : 
Mr. Kent stated “We are now ready to modern plant 
begin manufacture of a quality product acres, V 
that will compete with the best refriges manut 
on the market.’ Due 

The announcement confirmed rumor ng f 
that have been circulating in the radio Kent 
and refrigeration trades for month I tion t 
is understood that the Atwater Kent re ifficial 
frigerator will be introduced four ci have 
ventional sizes, possibly one or two new the ne 


Complete 


} - ] + } 
nowever, wii ne 





has just static ex] 








SEE HOW IT WORKS 
In this new wringer, 
pressure and safety re- 
lease are automatically 
controlled by the top 
bar as are all other op- 





TOP BAR CONTR 





“ . TO FEED CLOTME L TOP BAR TOWA 1 
erations. See chart at TO REVERSE OR Ft A OPPOST SAR AS 
right for details. ILLUSTRATED, FIGURE 2. - DRAIN BOARD IS AUTOMAT 


You Have An Exclusive Feature.. 


Then Push It For All It’s Worth!” 


SAYS A PROMINENT COLORADO DEALER. 





LS EVERY OPERATION 
OF NEW ONE MINUTE WRINGER 


product. 














To be able to of- 
fer a One Minute 
washer at this 
low price is a de- 
cided advantage. 
Feature it in your 
lisplay advertis- 
ing and window 
disp'ays and it is 
bound to bring 
many washer 
prospects into 
your store where 
the complete line 
is on display. 


LIST PRICE 


Fully 
bath 





CA “Real Leader 


THE NEW ONE MINUTE 


LEADER MODEL 





















enclosed J 
gears run in a 
oil. 


ONE MINUTE OFFERS A 
COMPLETE STEP-UP LINE 
TO MEET EVERY DEMAND 


With five electric models and a 
gasoline engine powered washer, 
you are equipped to meet every 
customer demand and close every 
sale. You can feature the leader 
model in your display advertising 
and invariably you will find that 
washer prospects thus attracted 
can be sold one of the better 
models at greater profit to you. 
We want to tell you more about 
the One Minute line, a’so about 
the big One Minute sales contest 
now going on with many valuable 
prizes for dealers and their sales- 
men. Fill out and mail the coupon 
today for complete details. Prices 
slightly higher in the South and 
Western States. 














is the most 


safety 






OFFERS THIS EXCLUSIVE ALL-ALUMINUM 


LEVERLESS WRINGER 


Without a doubt here 
revolutionary wringer development 
in years, an exclusive One Minute 
The wringer frame is of 
cast aluminum with highly polished 
nickel top bar and support. Starting, 
stopping, pressure 
release and drain are all controlled 
by the one top bar and the wringer 
cannot be operated unless it is se- 
curely locked in one of four fixed 
operating positions. 


In addition to this exclusive super-wringer, the De Luxe One 

Minute washer shown below, has a large oversize porcelain enam- 

eled tub, full-half-turn hi-vane aluminum agitator, handy outside 

control lever, all enclosed oil-tight gear case, sturdy pressed steel 

frame and legs. The gears operate silently in a bath of oil. 

Westinghouse motor furnishes power and the entire belt-driven 
mechanism is enclosed as a safety feature 
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CITY. a 
STATE a 


ONE MINUTE WASHER COMPANY 
Room 27, Bergman Building, NEWTON, IOWA 


Mail complete information about the exclusive features of One 
Minute Washers and your Sales Plan to increase our Fall Business. 
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SALES INCREASE 

























*On the basis of 1934 Hotpoint Refrigerator sales 
to date, it is conservatively estimated this year’s 
total sales will be 490% ahead of last year. 





The reasons for the remarkable success of Hotpoint refrigerator 
dealers are obvious. . . 


1. Hotpoint has the name and reputation. No pre-selling is needed. 
(42% of the wired homes in America have one or more Hotpoint 
electric appliances. ) 


2. The Hotpoint refrigerator line has price appeal without sacri- 
ficing quality or skimping on appointments. 


3. It can’t be beat for styling and features. Shoppers invariably 
return after looking them all over. 





4. Stock turn is very rapid. Hotpoint dealers get 24 hour deliveries 
from the warehouse, need only a few refrigerators on hand, 
and they don’t last long. 


5. Generous cooperative advertising plan. 


6. Liberal discount schedule, flexible financing plan, little or no 
servicing, satisfied customers who advertise for the dealer. 


The Hotpoint refrigerator has taken its place with the leaders in 
electric refrigeration. Sales will go on soaring, Hotpoint dealers will 
continue to prosper. Aggressive retailers are invited to write or wire 
for franchise details. You'll be amazed at the small investment needed 
to start! Territories are going fast. Inquire at once. Address Hotpoint 
| Refrigerator Division, Specialty Appliance Sales Dept., Section EM10, 
Nela Park, Cleveland, Ohio. 








Manufactured by General Electric ELECTRIC REFRIGERATOR en: | 


ELECTRICAL MERCHANDISING—OCTOBER, 193 





This Store Has a Permanent 
Electrical Exposition 





Hale Bros. of San Fran- 
cisco Has Enlarged Its 


Klectrical Department 


— 
en lame 





pinaanoncome 


“TE YHE Electrical Exposition” is what 
i e electrical department of Hale 
an Francisco store calls itselfi—and 

e leadership of Hollingsworth and 
3eattie, respectively manager 

stant manager of the department, 


The electrical department of Hale Bros. of San Francisco has a 
“hostess” who demonstrates equipment and greets guests. 











th the guiding cooperation of New there shall never be more than one a “hostess” to staff [he duties of 
le, store executive, this is exactly article demonstrated at a time. One day this young woman include serving the 
what that department ha ade of itself it will be table ovens or biscuit cookers, demonstrated refreshments to customers 
remodelled department occupies and at this time nothing else is being and in general the extending of the hos 
lly the entire top floor of Hale featured on the floor. At another time pitality of the store. She does not sell 
Br uilding—the space which was coffee will be made and served from a anything but, of course, she is prepared to 
Reome = ’ - . 5 inMtan aanton answet stiane whe head and ¢ 
Py amen stores restaurant Only one article is demon- new form “ coftee maker. om —s son ns W ns % _ q and ” yon 
had been taken over by the strated at a time—here is a The department has taken a leaf from over customers to the salesman who will 
lepartment The broadcasting coffee maker demonstration. the book of modern hotels and has added take their orders 
f Station KPO, long sponsored by 
Hale ros. and the San _ Francisco 
has for some time been lo 
t floor, with a plate glass win- 
space provided for visitors to Citi 
he programs in _ progress In Ss 
la EY MY your Store a 
ome to this floor for spec ial 
here is now an added incentive 


- __ |NEEDLE IN A HAYSTACK? 


goods. Both large 
appliances are featured here, 
th a number of makes repre- 


1 class, so that a housewife 
in electrical purchase may come 
i fair sample of what is offered. 


Open display tables of modern design 
nds” on which this equipment 

$s attractively displayed. Light colored 
kgrounds in the modern spirit and 





nce of light, both daylight and 


give the department the effect 


it cleanline ind up-to-date con 
ices are grouped ir gical se 

lable ery occupies several 
1 ill | hi ind acce 





lisy 1 “5 and 10” fashior 

les with shallow open bins Phe 

th i 1 le for id 1 ew 

g machines, for refrigerators \n et 
ving given over to washers at 
pecial feature is made of quality 
nd the motto “It is Thrifty to Buy 
duality,” which has been made the slogan 
t the department, is printed in small 
hich appear wherever the electri 
ires are displayed Equipment 
has received the star award of the 
Housekeeping Instit is so indi 





n the center of the floor, in fact, 





table on which a complete array 
les bearing tl ipproval is dis- 
Phe items in this exhibit are not 
. 1 1 
e, although of course they are 


ble ‘clecwhere im the department. fo ¢ ¢ NOt if you are listed in “Where to Buy i 


rner of the extensive floor space is 
over to larger equipment similarly 
velties and gadgets in the electrical 
re given particular attention. There 
ullar attraction in new kitchen de- 
which ¢ very housewares department Don’t be lost in the competitive haystack! Identify yourself ess Punt RY 
meg Seusewives ase tenewe ta with the branded products you sell. Let prospects know that {RECTO 
periodic tri 


ps to their favorite you are the “authorized local dealer.” CLASSIFIED T 


under the brands you carry 











: ply t what List your store below your manufacturer’s brand name in the lectric 
w in conveniences which they may add mes —_ . tion, E - ene 
Shel Siete canlecient “Phe emneeet classified telephone book. Then prospects who want that brand Refrige™ REFRIGERATORS 
fF Kitcnen equipment - reques ™ a for it. < are direc “ 
tas gone out from the electrical depart- (or authorized service ) simpl} look for it, and are directed to you. . CEMERAL ge ven TH 
ent of Hale Bros. to the local electrical Dealers now using “Where to Buy It” Service report that it . monitor sors for, con 
Tad ask ea “ h r fa > > . ° . ; é 4 M : As: 
keh king that such a features be brings in new and profitable business. Yet, it costs only a few $3 and apa Commo 
t in. even the rh they , ne re ; - ° 
, even though they may not yet conte a dav. 00 Refrigerate oie: Ranges. 
a een placed upon the market. The a, e a9 ers, Pesners: «ne — 
at ts Gee Gee ie chwest sine Bell System surveys show that more than 85 per cent of 3% piesqieenen puy IT” 
; : . 
mething to be viewed in “The Electri- telephone subscribers use the ‘yellow pages.’ om $56 uwWHERE TO 
al XDNOsiti ” ; ame e e , " 
. ‘posi 7 which cannot be seen Ask your local telephone representative for full in. ( ..¥ Ai pisTRIBUTOR 
€ ere. Netrigerator accessories f has . Fo % y ANCES 
taht a ie ormation about the Classified. er 2093 pppLt 
ible cookers of the latest design and 9359 BEET I San aeayee eset" Gh eee Oat 
Wired furniture always offer something a . : ° ° P Oees 2112 1 eereeed 
iy cath aad ney tm toihn ha es @ Some manufacturers who make this service available "% 3534 —— 
Worth while. to their dealers: Easy Washers, Exide Batteries, Frigidaire, G. E. Refrig- at “i naan Part - me eta 05 
’ re is usually a demonstration of erators, Hoover ¢ leaners, Kelvinator, Leonard, National Batteries, Norge, “3353 aoa Cie SUPRTY 5 g ane. FR te 82 
tome kind going on in the main depart- Phileo Radios, Premier Cleaners, RCA Victor, Stromberg-Carlson, Westing- ¥"2302 paul q78-12m.Te 
ment, but it is a principle of the store that house Refrigerators, Willard Batteries, v-2b12 MORRISON OOS studios at wonnlt-3 
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POTTER 
935 Models 
NOW AVAILABLE 
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comprises 8 aDislinclive t S 
- Wedels priced p $/29 . 
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uring IOBAL : 


PO i reR Dealers have ALMOST DOUBLED the refrigeration industry's 


national average of dollars per sale per dealer. 





PO TE RR Dealers have MORE THAN DOUBLED the refrigeration industry's 


ional average of refrigerator sales per dealer. 


>O if il E ik Dealers have almost QUADRUPLED the industry's national aver- 


age of DOLLAR VOLUME per dealer. 


>O I I Ek Dealers have established, more conclusively than ever, the superi- , 


rity of AIR-CCONDITIONED Refrigeration 


b>O WWE MR Dealers have proved that the POTTER FRANCHISE with its plan : 
f ONE DEALER TO A CITY and a wider profit margin is A MONEY MAKER. whet 


| POTTER REFRIGERATOR CORPORATION 


ae BUFFALO NEW YORK | 
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(CANVASSING 
BY DIRECTION 


|} ock’s in Indianapolis find a new way of 


conserving the salesman’s valuable time 











JOR prospects developed through prospects they have appointed to meet in 
I urtment stores must be followed that section of the city. 
outside salesmen. That means “We make it a policy that all prospects 
salesmen often dash madly picked up from floor traffic through the The appliance sales force of the Wm. H. Block Company, Indianapolis, 
a city, burning gasoline and downtown store be contacted by the sales- gathered at one of their victory dinners. 
g¢ time “hopping” from the east man who made the original contact 
f the city to the west side and back within three days, if he wishes protec- 7 
tion on that name. The men make such . 
H. Block Co., large Indianapoli new calls after they have completed their Bettendorf Graybar 
tment store, recently adopted a plan route list calls Phe Micro Corporation, manufac Graybar Electric Company, New York 
unvassing by direction” to prevent “At the end of a 60 day trial period turers of Bettendorf Automatic Oil N. Y., announce the addition of J. W 
eedless scurrying we analyzed the plan and found that Burners, announce the appointment of King to its advertising staff. Mr. King 
pect cards are set up entirely by every salesman was saving money and Mr. Z. H. Pilcher, as Manager of their has been closely associated with the ele: 
n—by routes from the downtown getting farther in his work. We wouldn’t Chicago Office and Mr. Lee J. Niess, as trical industry for a number of years as 
to outlying districts, and In- do without our canvassing-by-direction Supervising Engineer, witl headquarters Advertising Manager of Edwards & Com 
lis sprawls in many directions plan now.” in the Chicago Office pany, New York. 


the downtown shopping section. 
Thursdays, for instance, a_ sales- 
ute list may call for him to go 
northeastern part of the city. He 
» to that district only that day, until 
spects have | 





[ been contacted. He 
not dash helter-skelter around town 
ore, but follows a carefully planned 

yram 
\ salesman’s time is valuable to us 
to himself,” E. M. Lawrence, man 
of the major electrical appliance 
partment ot the store, declared 
[wenty-five outside men represent so 
ny work hours to us. If they waste 
1e-third of their work hours in travel 
they waste one-third of the potential busi- 
s they could have obtained 
Our salesmen do not travel for 
travel’s sake; they know where they are 
ing and that their business lies at the 
f an automobile ride, not in the ride 
elf. Automobiles are a means to a 
not an end in themselves 
‘If a salesman has six prospect cards 
hich turn up for a certain day, and the 
spects live in every direction from 
tore, that would mean gas, oil and 
in order to contact then How 
if the salesman knows a month in 
ince on what days he will be going 
what sections of the city, as we do 
nder our new plan, he can set up his 
pect cards so that he can route his 
by direction 
lhe salesman can date his prospect 
ards ahead. He can arrange them for 
day in the week he will be going to 


it section. He can make definite ap 

ntments for contacting people in that 

trict on that dav, and know he can t 
ep them. Tesen 


We find our men can now call on 
e€ aS many prospects in one day, by 


ting their trips. They can keep in 
ter touch with both prospects and 
rs, and at less selling expense, to say se 8 uture 





hing of the saving in time 
When we first adopted the plan the 
were inclined to be skeptical, but 


oe oan = gpg yard the It’s wise to talk about Sunlight motors your prospects of the quietness and de- 
1ey have their own hie indexes, 

can arrange their own program. By —especially to buyers who are partic- pendability of Sunlight motors—of their 
etting up prospect cards two weeks to 

lays in advance they have a chance to ularly interested in this feature of a operating economy and long life. These 


n several appointments for those days 


ath b podig te sexrthen > washing machine. You can tell them facts will help to sell your prospects today 
ae oe vader Bose i oe that Sunlight motors have been stand- —and the satisfaction that they get from 
a oe g bens isn't hard ard equipment on well-known American using Sunlight-powered washing ma- 
£- ateoned th . » 

oe is designed to help th washing machines for 19 years. You can chines will bring you new prospects in the 


The salesmen select their own direc 
from the store, but they must let 


show the part that Sunlight has played future. Manufacturers, as well as deal- 


r immediate superiors know a month : - . 

ties clad dane teen ell te ani in developing many of the improvements ers, recognize the selling value of Sun- 
re. Then they must try to fill those ‘ . " ' , 

; with appointments. They all know in switch design, rubber mounting, lubri- light motors, for today they are used by 
t sections of the city are contiguous A , 

ive an individuality which sets that cation and bearings. You can assure fully 62% of all washing machine makers. 
on off from others. They know their 


\fter they have called on the pros 
s whose cards turn up for that cer- 
day they can begin making other 

s to develop leads. The rest of the 
J is theirs, after they have contacted all 
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@ Here's a new Lovell Pressure 
Cleanser...the 61-B. It is now avail- 
able as standard equipment. Low 
and massive in appearance, with 
graceful streamlines, the 61-B will 
enhance the beauty of any electric 
washer to which it is attached. 


The 61-B has more than beauty. It 
has many exclusive features. A tele- 
scoping pressure screw! An auto 
matic water deflector! A spacious 
safety feed-table! 


The hand rests were designed to add 
beauty. But that is not all. They are 
equipped with a “knuckle stopper’, 
making them a safety feature as well. 


At slight additional cost the 61-B may 
be had with automatic roll stop. 
Both rolls ceasing to revolve the in- 
stant the safety release is touched. 











This new Lovell product is equipped 
with the famous Push-Pull Safety 
Bar Release. It is the most positive- 
acting release ever designed. 


Lovell structural steel frame! Bear- 
ings that do not require oiling! Evenly 
balanced adjustable pressure! 
Lovell hand made Power Electric 
Rolls. These add up to make this 
new Lovell Pressure Cleanser as 
handsome and efficient a wringer 
as ever has been offered the trade. 
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James H. Michaels 


Apex Rotarex Corporation, Cleveland, O. 


4 OMEONE has well said “The past 
four years have almost obliterated 

» specialty salesmanship.” 
The washing salesmen had 
ney in their pockets, confidence in their 
ability, a thorough knowledge of their 
es, and by actual demonstration, they 
nvinced their prospects that $150 to 


machine 


$200 wasn’t too much to pay for a do- 
tic washing machine 
Those were the days when electric 


hers, in the light of today’s offerings, 
crude, and when housewives were 
eptical of electrical labor-saving de- 
Despite the crudeness of product, 
their meager public acceptance, this 
ggregation of specialty salesmen, did ex- 
ptionally well. What is more, every 
they negotiated a sale, three busi 
essentials were achieved: 
the first place, the washer manufac 
got a reasonable number of margin 
s out of every sale. So did the re 
dealer And the salesman received 
nable compensation for putting forth 
intelligent and selling 


rt 


specialized 


[he washer salesman, in those days, 
ed to sell because he showed his pros- 
t what his product would do, and got 
50 to $200 per unit because he proved 
actual demonstration his valid labor- 
claims. Many of these old-time 
specialists are seen no 
In his stead appears the under- 

and over-worked retail salesman 

se watchword, of necessity, is 
lume,” and to whom the price tag and 
y terms are the chief selling weapons. 
tood on the floor of a great depart 
store recently, and heard a conver 
tion between a washer salesman and a 


1 
ier selling 


an prospect, the substance of which 
epeat here 

[ saw your ad featuring your so-and- 
washer at $59.50,” began the prospect 
Oh, yes,” said the salesman, “right 
e it is.” 

rhis,” he added in haste and with 
eat finality, “is the finest washer at 

price on the market.” 

discussion of the features of this 
ticular $59.50 washer ensued, and in 
relatively short time the salesman, 
ming, took a $10 bill from his cus 
er, fumbled with a _ contract, and 
mised delivery for the following day 
uped around “this finest washer on 
market at $59.50” were a dozen other 
ishers, each of which carried a price 
of anywhere from $69.50 to $150.00 
Not once during the discussion between 

prospect and the salesman did the 
lesman indicate any interest in these 
gher priced units 


Not once did he make an effort to show 


ese higher ticket models to his prospect 
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Shortly afterwards I talked with this 
particular salesman. 

“How is the washer business?” I asked. 

“Pretty good,” he replied, and then 
added: “I’ve sold three units today.” 

“What models seem to be getting the 
call?” I inquired. 

“Oh, these $59 specials,” he added. 

“They’re good buys,” he explained. 

I believe episodes, similar to this, hap- 
pen countless times during the week, 
throughout the land, and that, in my 
judgment, is what is wrong with the do- 
mestic washer business today. That is 
why manufacturers are crying for higher 
unit prices. It is why the management 
of many retail outlets are moaning when 
they scan sales totals showing “un- 
precedented volume” and little or no 
margin. 

It also is the reason for the tremendous 
turnover in retail salespeople. 

So-called “modern merchandising 
methods” which repeatedly demand 
volume sales, coupled with the fact that 
washer prices have been lowered 
steadily over the past several years, is 
the direct cause for mass low-ticket sales 
in the washing machine industry. 

It seems altogether ridiculous that we 
should sell something like 1,200,000 
washing machines in a year—and the in- 
dustry did that in 1933—with no one— 
the maker, the retailer, the salesman, 
making a reasonable profit. 

We will have gone a long way toward 
a solution to this problem if we do just 
one thing which the old-time washing 
machine specialist practiced religiously— 
demonstrate deluxe high-ticket mer- 
chandise in the home or on the store floor 
where adequate facilities for demonstra- 
tion should be provided. 

lo get $150 a unit for a washing ma- 
chine a dozen years ago, the salesman 
had to make a home demonstration. 

To get anywhere near that figure 
today, the salesman must either make a 
home demonstration, or an_ intelligent 
store demonstration 

This means that the salesman him- 
self must be educated—and thoroughly so 
—so that he might be in a position to 
answer all of the reasonable queries 
which the average woman will want to 
ask in buying the best the market af- 
fords in the way of a domestic washer. 

One third of the electric appliance 
buyers want to be sold, want a convinc- 
ing demonstration before parting with so 
large an amount. They do not stop with 
the price tag as the basis of the transac- 
tion. If they have not recognized need, 
and someone has not created a desire, a 
price inducement will not close the sale. 

All these things are fundamental and 

(Please turn to page 54) 


2 Compare Noisy Watch 
With Good Watch 

















5 Contra 






















st Ease of Extractor 


With Wringer 


- Ready To Hang Out 


To trade the 
washer customer up 
to higher-priced mod- 
els, the salesman must 
know how to...... 
DEMONSTRATE 

In this article 
a recognized expert 
shows you how to 


go about it. 








washers 





alking Turkey 
With Terms 


By Tom F. Blackburn 


Milwaukee citizens were 
as unresponsive as card- 
board customers . . . un- 
til terms were talked 








W i} crates He had the equivalent ola log These point became apparent 
v ¢ am on his hands, an overstock to move 1. Obviously the machines were 
t on the g esk thi Remembering th. old adage, “don't factory, as Gimbels had car 
©. A. ACUFT put utility rl the 1 n Milwaukee, one fire until you see the whites of their Voss washers for fourteen ye 
philosophy in a department ) was t eyes,” Mr. Acuff thought it would be a 2. Certainly they enjoyed good w 
— e 850 good idea to get out pencil and paper and Milwaukee, as the Journal's su 


figure where his sales opposition 


of consumers revealed that 
stood second in public prefere: 
What, then, kept the stock from 1 

ing? The machine was right. Its 


lay 





These Patented 
Features Make 


lronrife 


the Outstanding 
Electric lroner 











SENSATIONALLY 
LOW PRICED 


No. 2 


Stationary 





No. 1 Two Full Open Ends 


his feature not only speeds up the ironing 
but also produces better results—by mak 
ing it possible to iron both right and left 
sides of a garment with the grain 











These 


Exclusive Features 


plus all other modern Pointed and 
ironing machine features 
combine to make the Rounded 


Ir 


ynrite 


the Full 
100°; lroner 


Feed Board 


It is much easier to 
feed garments over 
a stationary feed 
board than over a 
moving roll. It is 
also much easier to 
secure perfect re- 
sults with a pointed 
shoe which auto- 
matically opens up 











Why the 


Appeals to Dealers! 


Ironrite 





aiiinns ae te Gennilie the folds, pleats and 
ffers the three essentials for a ruffies as they pass 
paying proposition—en attra over the feed board. 
ive proht margin a sturdy 
machine with no service, and a 

satished sstomers t 
serve as boosters. Investigate! Oo. 
Ma pon for mplete ir 


Stationary Pointed 
Shoe Below the Roll 


The Ironrite has the shoe 
in the only logical place 
—below the roll—so that, 
as the heat rises, it is 
utilized in the ironing. 


The Yronrite 


IRONER COMPANY 


38 Piquette Ave. 
Detroit, Mich. 

cab és ow 
* coupon ® 


ir Dealer Plan 


The lronrite lroner Co., 
38 Piquette Ave., Detroit, Mich 


ing y 














ing was next highest in the city 
Gimbel store was patronized by ne 
and child 


every man, woman it 
waukee. Mr. Acuff naturally came t 
conclusion that a feeling of not 
able to afford a washer was what 
back sales 

“My job, I saw, was one of 


Milwaukee families on the idea that they 
could afford, right now, to buy a \ 
had to talk t 


washer. | terms, not 


machine 


Vame your medicine, Mister 


when the 


boomed out the 


page 


advertisement 
+} 


news ot! 1e washer 





Gimbel Bros. 
offered customers 


and moved 347 





at Gimbels, it talked up the fact that t 


customer was welcome to name his 


of seven ways of buying: 


1. Cash with order. 

2. €. & B 

3. Charge to present account 

4. Ninety days without finance cl 
5. Monthly payments 

6. Bi-monthly payments 


7 Weekly payments. 
In the 
was featured, 


advertisement a $39.95 | 
with a free tub and a 
ply of Rinso to get immediate actio1 


We 


were surprised at the numbe1 
cash sales that came in,” Mr. Acuff 
lates ‘The morning the page ra 


took five orders over the telephone, 
unseen—which proved my theory a 
the acceptance of Gimbels and the 


washer in Milwaukee. Next, a 
people took advantage of the 90 
without carrying charge. Leading 
popularity was the $5 a month 
sition.” 

Most welcome plan of all, in the 
eyesight, would have been the 
payment scheme. Since it costs 
partment store at least 25c. a custon 
get traffic in the store, any metl 
bringing a lot of people in week 


make washer payments would have 
highly profitable 

A few quarter pages in the news] 
followed the page, and a window d 
kept prospects coming in until the 
ventory was down to a comfortable 
Seven weeks 347 Voss 
moved. The name-your-own-terms 
had clicked 

With Apex, Thor and higher p: 
Voss machines on the floor as we 
the price leader, a number of sale 
higher priced merchandise was affe 

“Our closing talk is to the effect 
the appliance wiH pay for itself,” 


Saw mat 
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Right on the river, in 
Milwaukee’s deepest 
down town, stands the 


Gimbel Store 


fiith floor, it does the major appliance 
Like Mahomet going 
o the mountain, it was not long before 


division no good, 


t 















































































cuff. “The minute you ask a 
how much money she is paying 
kly for the laundry, her eyes light 
\Vhen you show her she will pay 
n the washing machine, and be able 
t a great deal more laundry done at 
tra cost, the sale is closed.” 
Byproduct of the washing machine 
ign was sales of refrigerators, 
itors, General Electrics, Crosleys 
Westinghouse boxes, all beneficiaries 
traffic. 


Life begins at 40 for salesmen 


ing from the Illinois Power & 
Company, where he had acted as 
ercial manager for the central 
and in other capacities for eighteen 
Mr. Acuff naturally brought many 
practices and beliefs with him. 
of the first moves was to get a 


()ne 


an on the floor who spoke Polish. An 


step was the placing of tables at 


nvenient points where the salesman 


nd prospect might sit down and discuss 


proposition. An appliance sale is no 





Mil 


a 


ros. 
vers 


47 


waukee 


i ways of buying 


washers in 7 weeks 





ght matter to a customer, and you can 


1 their attention as long as you have 


them sitting, Mr. Acuff says. 


andling salesmen. 


Next was his manner of selecting and 
Twenty per cent of 
salesmen do eighty per cent of the 


usiness On a commission basis, and it 


mportant to have conditions ideal. 

bel men are not nailed down to the 
floor. 

Ale is just beginning at 40 for the 

appliance salesman,” says Mr. 

uff. “A touch of gray hair, a stand- 

as a family man holds much weight 


the customer. Major appliance de- 


partments are no place for ‘lily whites’ 









might make good in other divisions. 
successful man has in his nature 
personal charm and a bit of ven 
ymeness, if he is to make sales.” 
Vomen, too, he holds, are coming into 
own in the selling of appliances 
woman who has been married, who 
her way about the kitchen, has 
y chance of running up a sales record 
that devices are perfected to the 
that mechanical questions are not 


Service troubles 


a utility man Mr. Acuff as had it 
ined in him the belief that electrical 
ances must operate satisfactorily at 
mes. It was natural that he change 
Gimbel service set-up to conform. 
ill up Gimbels and shriek that your 
ler is not performing satisfactorily, 
eight out of ten times you will find 
are talking to Mr. Acuff in person. 
t of all, he has had the service de 
ment transferred to his bailiwick so 
can see that customers get action. 
nd, he wants to know how many 
le are complaining, and  what’s 
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wrong. 
how the 
argues 


Although the Gimbel grocery depart 
& £ ; } 





No better way to get a line on 


merchandise 


Promotion plans 


Mr. Acuff had gone to the grocery de 
partment with an idea. Ice cream 
powder was being demonstrated—and 
vhat was nicer than a refrigerator set 
n there to keep the samples in? A sale 
i soap flakes is likely to get a washing 

achine on the grocery floor, and so on 

With bedrock reached in washing ma 


chine prices, and further cuts not possible 
is trade attractions, Mr. Acuff feels that 
edesign is the way out. Gimbel Day, in 
September, saw him offering a washing 
ichine made especially for the store. 


rhe strategy of today is to hold one’s 
customers by giving them value for the 
money,” he philosophizes. ‘More pros- 
perous times will see them loosen up 
naturally for more profitable merchandise 
In the department store the major ap- 
pliance section is peculiarly a good will 
builder. That’s why we're acting as 
wheel horses in keeping the public com 


is delivering, he 


ment, with its heavy traffic, is also on the ng in 


Eleetrie Plans of 
18.603 Families 


EMODELING 
*s so easv to get it leeper at 


“_ | 


deeper,” wrote one contestant to Bette 


like t path ot 


—it’s 


Homes and Garden magazine, which 

sponsoring its third contest to discove 
what American families are buying in th: 
way of home improvements. Prizes fo 


“before and after taking” photography at 
tracted 18,603 entries in 1933 

Just what families want to buy is re 
vealed by a breakdown of their purchase 
ranging from $1 to $17,416, with an aver 
age of $1,300 

1% oil warm air heating plants; 1% 
oil hot water heating plants ; 2% oil heat 
ing plants, unspecified; 31% kitche: 
appliances; 7% mixers; 13% electric re 
trigerators; 1% ventilating fans; 12% 
laundry appliances; 7% washers; 2% 
ironers; 4% laundry tubs; 1% laundry 
stoves; 14% electric wiring and fixture 


new 








fact, 
boy 
me, a 


easy 


than 





all things, a 
a minute 


Ironer will 
keep pace with 
as you like to. When the piece or garment is spread 
out on the smoothly sliding 
of the knee control t 
plete pressure and contact 
downward 





I never ir 


I haven't 


But they br 
to ir 


bachelor, 


the kind of advert 
it is to use 


Well, I 


it took me almost 
so good and I dix 


seven minutes 


Out of that experience I can say that the Scot-— 
either press or iron. You don’t have to 
any set 


movemer 









ten minutes. 


) 
croct 


BEFORE I WROTE THIS AD 


S 6 
— e 
e . 
oe le 
rt ae ¢ 
" e \e 
* » . 
oe . 
. e 
- 7 
oned a thing before in my life. In inches, 
seen an ironing done since I was a 
ought in the Scot-Ironer and told irregular edges 





on wi it so that I could write 





They said that wasn’t you 


I IRONED MY OWN SHIRT ON THE NEW SCOT-—IRONER 





iL 





is all that is required. 
jectionable stretching of 


need only one, 
Even with large pieces, when the shoe is 
can turn off all but one heating element 





























And there is no ob- 


the ironed piece 


. s s i rtainly 

isements that would tell women how It is as easy as it sounds and it certa 
saves time It saves electric current, too There 
are three Chromalox heating elements in the ironer: 

ironed my own shirt. The first time shoe, each independently controlled. For small piece 


and for larger pieces only two 
heated you 
and 


it again. That time it took less 
Then they gave me to iron, of 
heted doily That took less than for minutes at a time. 


Another thing about it you’ll like is thz i 
no gears, no power driven mechanical 
no oil to get on the clothes It is fully 
ball bearing equipped. 


has no motor, 
parts, 
mechanical speed, just iron 
ironing board, a touch 
ironer sb.ve into com— 
To release it a straight 
f the hand of only seven 


rings the 


lever 


" ‘ 
‘i. 


is true. 





| SCOTLFIRONER 





If every home appliance dealer, every electri- 
cal dealer and every department store in the country 
reading this advertisement, had a thrifty Scot-—Irone: 
on hand for demonstration, they would know every word 
I say, and more, 
try it yourself. 
iest job in the home. 
ket opportunity in selling the Scot-Ironer. The: 
a lot of very attractive features to the company 
dealer proposition 


the e 


Learn how to make ironing 


Send for a Scot-Ironer and 
a 
Then you will see the big ma 





WRITE TODAY TO 


SCOTT MANUFACTURING COMPANY 


5312 WESTMINSTER AVENUE, 


PHILADELPHIA, 


PENNSYLVANIA 


Cc _ C-kK ¢ 































Hotels forced to act 


Change to electric cooking easiest 


i 


Variety in meals essential 


400.000 Hotel Rooms Vacant 


Tourist cabin competition forcing 


> 


NEW RANGE DEAL ON THE PACIFIC SLOPE 





Here are the characters of “The New Deal for the Housewife,” a playlet wh ch 
tells the sales story of the electric range, as it was presented throughout the In \er. 


mountain district under the direction of J. D. Kelly of the Westinghouse Elec(ric Wh 
& Manufacturing Company. Mr. Kelly, with Miss Ruth W. McManus, supery i-or this 
of range home economics for the Westinghouse Company, presented this drama. still 
tization of the story of electric cookery before 2,700 utility executives and ¢m- in . 
ployees and range prospects throughout Utah, Idaho, Oregon and Washington mig 
In the picture, left to right: John H. Lowden, Wesco, Salt Lake City; J. D. Kelly, Has 
manager of range sales, Westinghouse Electric & Manufacturing Company: Ruth mat 


W. McManus, supervisor range home economics, Westinghouse; W. F. Critchlow, 
merchandising manager Utah Power & Light Company, Ogden. 


change to electrified kitchenettes 


as essential ire to members of the full fledged house pliances that will permit this var 
as they hold. Hence, the opportunity to sell ap- the kitchenette market 


























— 
* * 

Be Modern is the slogan with which Hot- counted upon to make new friends and to run up a tidy 
point is thumping up Fall range business. This sales volume. 
timely theme is aimed to tie up with the Fed- 
eral Housing Administration’s promotion for Plans « « « Every idea essential to a successful range 
home modernizing. It is designed to help Hot- sales campaign has been included in Hotpoint’s Fall 
point dealers and utilities get the utmost bene- and Christmas plans. We are ringing the “Be Modern” 
fits from the Federal Housing Administration bell with Fall activity. The “Cut Loose” Sa/es Contest for 
activity. retail people is timely, complete and adaptable to your 

Hotpoint’s Fall and Christmas campaigns individual activities. Advertising for newspapers, direct 
(both utilizing the modernization theme) are mail and outdoor postings, hits a new high for a coor- 
comprehensive and dynamic. They are readily dinated program. All of these activities lead logically 
adaptable to conditions in your own territory, and cumulatively to the Christmas campaign featuring 
and will enable you to make a whirlwind fin- the famous slogan, “What Mother Really Wants.” 
ish to the Big Range Year which we predicted To help you in a whirlwind finish, Hotpoint offers 
at the beginning of 1934. Consumer acceptance you, in addition to these foregoing features, the services 
for electric cookery has increased this year by of trained range specialists and home economists. 
leaps and bounds. It continues to surge for- We urge you to get in touch with the Hotpoint 
ward with increased speed. Sales of Electric District Representative nearest you and ask him to 
Ranges have increased in proportion. show you the wealth of material which makes up this 

p : energetic program. 
Hotpoint Offers Full Cooperation— —enison GENERAL ELECTRIC APPLIANCE CO., INC. 
Product - Price - Plans 5620 West Taylor Street - Chicago, Illinois 

With the Hotpoint line, you can explore 
every merchandising possibility to the limit. 
Here are ranges which enjoy the highest respect j : 
of housewives, models with beauty which en- " ee 
chants the most esthetic; practical features ae —-_. 
(headed by Calrod, the new hi-speed heating I 
unit) which excite the hardest headed buyer. ‘ —_ 
And Hotpoint gives you even more — 
Price « » » the weapon which rounds-up NS 
sales. The new Triumph, a beautiful, full capac- a 
ity range, is a price leader for you that can be 

> 
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ranges 


Standard Seeking 
Oldest Electric Stove 


_ Standard Electric Stove Com 
pany is seeking the oldest Standard 












range in service in a user’s home. This 
range is needed for exhibition purposes 
and in order to obtain it will exchange a 
Standard “Ohioan” model complete with 
ill accessories to the present user of the 





A TWENTY-TWO-YEAR RECORD 















COMPLETE 


AS SHOWN 


50 


CASH 


id range 
Dealers and power companies are asked 
to look for old Standards among their cus 













































What the discovery of the Pekin man was to the science of anthropology, such is 
this venerable range to the electric industry. This Hughes electric was found, 
still in good working order, after 22 years of continuous service in a farm home 








; -_ ure the seris ber of them 
in Joseph, Oregon. It has been replaced by a modern Hotpoint range—what tomers, secure the erial number of then 
might be considered a direct descendant of the old timer. In the picture are which will be found on the name plate of 
Harold Hambleton, service man, M. J. Rutherfors, district manager, and J. King- the range and forward all information ———— 
, man, who made the sale of the new equipment, all of the Pacific Power & Light including the name and address of the user NEVER BEFORE - NEVER AGAIN 





Company. to The Standard Electric Stove Company a aa 





A ee oA coe be ents ean eee cae OO ne em pe ne Se he 


[These numbers will be checked with the 





i te Peg, xt qramey. 0 te ee 
serial number records at the factory and a 3 OS 
lecision made. Gaccomensees wu FSS 
vhile the tourist cabins keep tric water heaters. Many of them offer This offer is good until December 31st, ue ee Sioewmaten 
ng right along B. W. Bell of the use of electric grills to guests. All 1934. DOWN “So 
lleable Iron Range Company re of them have electricity, and most are add Dealers are asked to send for data blanks ree THE CALIFORNIA OREGON 
urist cabins equipped with ele ng new electrical equipment to fill out for their entries 9.55 POWER COMPANY 


MONTHLY 


This Advertisement 
: year Id 21 Ranges 
4 1 Complete information in an advertise 








ment, with a picture of the equipment 
and with a statement of price, coupled 
with a genuine bargain offer, will bring 
about actual sales. The California Ore 


’ gon Power Company does not ordinarily 
do this type of advertising, feeling that 
it is the province of the power company 


to sell the idea, rather than particular 
equipment, but when they do make a 


special offer, they get results. Here is ‘ 
] an ad which sold 21 ranges in two days 
5 before the stock had even been delivered 
in the store. Note that all the elements 
are present: The offer is a bargain, the 
customer can see from the advertisement 
just what the article looks like, she knows 
what the terms are, and there is a time 
element which makes the story news 





25.000 Attend 
Cincinnati Cooking 
Sehool 


. 
Spek RIC appliances, as well as ele 
_4 tric ranges, came in for concentrate: 
idvertising in Cincinnati recently, through 
the combined efforts of the Cincinnat 
Times-Star and the Home Service Divi 
ion of The Union Gas and Electric Con 


pany 
\s is its annual wont, the newspaper 
was sponsor of a Cooking and Home 
ikers’ School which was a free feature 
the Pure Food and Health Expositior 
it the Cincinnati Zoological Garder 
Laura Judd Bryant, w ne service 


lirector for the utility company, conducte¢ 














ach of the afternoon cooking classes 
ch work she was assisted by her staff 
Hotpoint’s “Cut Loose” Advertising Christmas [his marks Miss Bryant’s second appear 
Modernizing Program Sales Contest Campaigns and Helps Campaigning ince at this event, she having conducted 
the « sec caf clacces in electric home 
%& is the title of the Fall %& employs a timely and %& A fine portfolio for the ¥%& for a whirlwind finish pe en ste , sei ees 
Plan Book. The novel in- modern theme—a trip to the advertising department. It can be augmented by the F \ ee ore at tr turn of fhoune 
dexing of subjects in this stratosphere. Complete sug- contains not only specimens Hotpoint Christmas cam- wives marked the school. Over 25,00 
comprehensive portfolio gestions for operating a of Hotpoint’s comprehen- paign portfolio—*What vomen attended. In addition to the recipe 
enables the advertising, lively retail contest readily sive material, but suggestions Mother Really Wants.” lemonstrations, a decided attraction was 
merchandising and sales adapted to your own condi- to the advertising depart- These plans are designed to the daily distribution of 25 baskets of 
managers to select, ata tions are contained in this ment for adapting such bring the year's activities in- groceries, minor prizes and a major prize 
glance, the folders covering portfolio. Neatly classified in material to your own needs. to sharper focus. Like other 4 which some of the latter were vacuun 
various activities. This folders are various branches Different branches of the ad- Hotpoint portfolios, the cleaners. wash and electric refriger 
portfolio is crammed with of sales contest activities: vertising are held in separate Christmas folder is clearly ators. Officials of the newspaper assert 
interesting sample material incentives, contest rules, folders, spotted at a glance indexed, contains sample that the attendance marks a record for 
and suggestions for its use. mailings, quotas, charts, etc. by the legible indexing. material and suggestions. this annual school project 
t An electric range, a mixer, and other 
a appliances were used on the stage of the 
7 ¥ demonstrations and attention was called 
pointedly to the excell results obtained 
} cooking and preserving food with elec 
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zenith 
anal 


9 = \ 
Py ‘ 


The Washer with three out 
standing, exclusive features 
each sufficient to close a 
sale—three reasons why the 
Zenith never loses a demon 
tration 

7” 


They are Zenith Patent 
Overhead Agitator; Zenith 
Patent Clothes Separator; 
Patent All Aluminum Split 
Ww ringer 





margin Ex 


' 

ip 
cost a 
a) 


Good dealer's 
tremely low service 
(litle to wear out, only 
five moving parts) Once a | 
Zenith Dealer always an en 
thusiastic Zenith Booster 


Write for descriptive 


and déaier proposition 


ZENITH MACHINE 
COMPANY 


Cnt Itheces 


DULUTH, MINN 


Chica om 


no New York Ofc 
1416 Merchand Mart 


Vesey St 


Seite 11 L] 








Export Office 
Wells St., Chicago 








The NEW Electrical Merchandising 
Drematic Page Size—Distinctive Make Up—Acute reader interest 


Increased circulation—four reasons for greater advertising value 








eee 


FOR 1935 Profits 


THE NEW STRANG ROOM COOLER 
AND AIR CONDITIONER 


Strictly 


Package 











Merchandise 
Portable 


Self-Contained 


All Electric 


NO 
PLUMBING 


Vo Running 
W ater 


Vo Installation 
Expense 


No Condensate 
Disposal 
Problem 


No Big Water Bills 


A COMBINATION OF 
EXCLUSIVE OUTSTANDING FEATURES 


i In Summer Cools and Dehumidifies by refrigeration— 
washes and circulates the air. 


2 Room Air Continuously Freshened by Foul Air Exhaust. 


3 In Winter humidifies, washes and circulates the air. 
Our program of EXPANSION in keeping with the 
rapid growth of the already tremendous Aid Condi- 
tioning market, calls for the appointment of EXCLU- 
SIVE dealers in open territories between OCTOBER 
lst., and DECEMBER 15th, 1934 


For complete information on exclusive dealer franchise, 
address— 


STRANG AIR CONDITIONING CORP. 


Congress Building, 
KANSAS CITY, MISSOURI 


Kern’s Routes 
Trattie to the 
Ninth Floor 


ype past spring, Kern’s department 
store, large downtown Detroit or- 
ganization, moved its electrical appliance 
department from a ground-floor location 
in an annex to the ninth floor of the main 
building 

Whereupon, it immediately found itself 
faced with the problem of how to get 
floor traffic on its top floor 

Che new department is one of the larg 
est in area of any appliance department 
in Michigan. In sweep it extends over 
thousands of square feet of floor space 
One section is devoted to refrigerators 
(Frigidaire, Norge, Sparton); another 
(Easy); an- 
(Westinghouse); and 
another to table appliances. At intervals 
around the walls are booths—modern 
kitchens, showing electrical appliances in 
natural settings 


to washers and ironers 
other to ranges 


Radio booths (for 
Phileo and Sparton) and a booth for oil 
burners (Delco) are also maintained 
|. D. Davidson, general manager of 
e store, and his staff instituted several 
nethods to get floor traffic to visit the 
new department First, a month-long 
contest was held among all clerks in the 
store 

Each clerk was provided with a sup- 
ply of coupons, on which she wrote her 
number 


*] 


When a customer made a pur 
chase the clerks handed a coupon to her 
which invited the customer to visit the 
appliance department The clerk who 
sent the most prospects to the department 
was awarded a radio as a prize at the end 
ot the month. Another prize went to the 
clerk who sent the most prospects who 
made purchases in the electrical depart 
ment. Customers turned in their cou 
pons in the appliance department for a 
tabulation of clerk’s scores 
Interest in the contest was whetted by 
the offer of the prizes. With more than 
500 clerks employed by Kern’s 
ber of prospect sent to the 
department re 


the num 
electrical 
ached thousands a week 
Not relying on any one method, Kern’s 
also hold a traffic school four times a 
week on the ninth floor. The department 
is under supervision of the city police 
department and serves as a means of edu- 
traffic rules This 
1001 is held in the same location where 
oking schools are held 


cating drivers in 
scl 
Persons en- 
rolled in the course must pass through 
the appliance department to reach the 
“auditorium.” Following their gradua 
tion from the course they are given a 
shield and a certificate for their auto 


mobiles 


Traffic School 


When the traffic school started the 
police department welcomed it as an op 
portunity to educate drivers. They pro 
vide lectures free, with the store merely 
providing space for the meeting. At first 
only two sessions a week were held, but 
crowds became so great that at present 
four sessions are sponsored, with thou- 
sands of persons enrolled. 

In addition to the coupons and traffic 
school, every Monday, Wednesday and 
Friday a cooking school is held, during 
which time four major electrical products 
are demonstrated The average at- 
tendance at these cooking schools is 
around 100, A. J. Bruett, manager of the 
electrical appliance department, estimates. 

Further floor traffic is created by a 
bridge tournament held during the win- 
ter months on the floor. Societies, clubs 
and organizations daily made use of ac- 
commodations offered by the store. Next 
winter Mr. Davidson believes the bridge 
tournaments will be a valuable aid in 
selling appliances 

Kern’s department store was among 
pioneer stores in selling automobiles 
along with dress goods and clothing. 
One section of the ninth floor, opposite 
the appliance department, is devoted to a 
display of Ford motorcars. Visitors to 
the floor to see the display are attracted 
to the appliance department also. 

With all these efforts to induce floor 
traffic to come to the department, store 
officials believe they soon will have as 
heavy floor traffic in the ninth floor as 
they had when located on the main floor. 
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*TEXTOLITE 
FUSE 


TWIN TAP 





*PYREX FUSE 


HANDY PULL 
HEATER 
PLUG 


a certart 
hind a te 
chines v 
a presen 
4 neigh 


surprise 





TRIPLE TAP 


HEATER CORD SET WITH 
UNBREAKABLE PLUG 


Quick-profit items — everyone 
a household necessity. Hardly 
a customer enters your store 
who doesn’t need G-E fuse 
plugs, heater cords and triple 
taps in her home now. 


Packed for counter display — 
this is attractive self-selling 
merchandise. The G-E Mono- 
gram on each piece stands for 
quality, dependability, safety 
— your customers know that! 
To you, this merchandise 
means effortless sales — and 
leads to selling new appliances. 


More profits from merchandise 
that moves fast can be had by 
calling your G-E Merchandise 
Distributor or by writing to 
Section D-3410, Merchandise 
Department, General Electric 
Company, Bridgeport, Conn. 


*Pyrex (Reg. U.S. Pat. Office) 
is the high heat and electricity 
resisting glass. Textolite is 
General Electric's special insu- 
lating composition. 


yy 


GENERAL 
ELECTRIC} 


WIRING MATERIALS 


GENERAL ELECTRIC COMPANT 
MERCHANDISE DEPARTMENT 
BRIDGEPORT CONNECTICUT 


‘ 
g 


4 





ELEC 





4. more ways of REACHING PEOPLE 


without 















“Hitting thePavement™ 


Unused space on the sales floor of R. Cooper 


‘ 
A : # A MESSAGE WITH Jr., Chicago G. E. refrigerator distributor, has 
‘ been employed for bridge teas. Women like 
“ PREMIUM : we o a central downtown spot for meeting purposes 
and the Cooper floor has served splendidly 
At the end of the bridge game, tea is served by 
Miss Nellie M. Snavely and her economists, 
punctuated by a little talk on General Electric 
refrigerators, which has resulted in many leads 


this day of premium giving, customers of 
certain Chicago Electric shop are surprised to 
nd a tag on their newly delivered washing ma 
hines which tells them an electric iron awaits as 


s present forthem, if they will turn in the name of 


a neighbor who can be sold. It's a pleasant 
urprise for all concerned 9 






















photos by 


Tom F. Blackburn 


an 





Many a drug store and lunch counter cuts up 


tOzen dainties to make its own frozen chocolate The eternal curiosity of women to s —— 
ete urios ° 5 © see hk 

sticks and sherbet bars, but it remains for a Wis their neighbor's kitchens look is part and parcel 

onsin Norge dealer to put his floor models to f the Checker Motor Supply Company plan 


work > e ck of 
doing the same tric Offer of a free for getting traffic into their Frigidaire floor 


sherbet or f ocolate ilk ick ° 

or frozen chocolate m stick to any Whenever an important installation is made, per 
Oy | ° ° b 2 er 2 3 fo 
: girl who would bring their mother in for mission is asked and is usually granted, to take 


at Norge refrigerators put boy power to a photograph of the t In this way the store 


work y s dealer e ide 
with a rush, this dealer found. The idea has amassed a group of photographs of many 
il » 
istrated by Miss Lillian Merson, Norge prominent kitchens in Cedar Rapids, lowa. In 
ome economist at the Century of Progress, cost looking over the display, housewives learn 


very little. Sherbet sticks can be produced for many clever ideas for arranging their own kitch 


ess ‘han a cent e n e cream sticks for 
"1 cent apiece and ice cream sti 5 ens and are impressed by the mass of evidence 
ac to 2c apiece, she says. If one wants to 


Dut a few flourishes, Miss Merson declares 


favoring the brand Id by the Checker Motor 
Supply Co 

the }ob of dipping them in the melted chocolate 
and popping them into the refrigerator for safe 
Keeping makes a very interesting window 


dem nstration 
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* (Based on a 10-city survey made 
Electric users who bought their re 
not include those General Electric @ifprators sti 
factory service but not in the poseiilf their ori 


ESTIMONY of seas 


of experience is st! 


unparalleled performance 


refrigerator. Its record 0 


tion service has never 
No more convincing s2 
been used than the fo 
General Electric refrigera 
BOTH FOR THE PRICE OF ONE! 


The new G-E Liftop Refrigerator and Com- 
panion Range are designed for separate installa- 


tion or as one combined unit. Now both electric Look to its performance 
cookery and electric refrigeration are available 


: “ > 4 » »frjoerat 
at a price previously paid for $142 50 value in the refrige 
pius 


one! Combination unit price greatest satisfaction in 
97% of the Genera! Elec 


“The mechanism repres 


of your investment in 4 


freight 


G-E RANGES AND DISHWASHERS 


At the extreme left is the new G-E 
Imperial super-automatic electric 
range —CALROD equipped, 2 ovens, 
aviation type panel control. 


The new popularly-priced G-E 
Marquis range is shown in the 
center and at the right is the G-E 
Dishwasher, an essential unit of 
the modern all-electric kitchen. 
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“y made 
their re 
Electr« 


Polk & Co. of General 

5 years ago. It does 

ators still giving satis- 
e c 


their original owners). 


users with years 
evidence of the 
¢General Electric 
ndable refrigera- 
qualled. 

lincher” has ever 
g, employed by 
ailers— 


Pproximately 70% 
Kern refrigerator. 
d for the greatest 

buy—and your 
«year after year. 


itigerators in use 


5 years are still giving satisfactory service to 
their original owners. Today, each Monitor Top 
carries 5 years protection against any possible 
failure of its famous sealed-in-steel mechanism 


for $5—only $1 a year!” 


Customer satisfaction is a priceless asset to the 
refrigerator dealer. Its value cannot be measured 
in dollars and cents. It is just one reason why 
the General Electric franchise is so much sought 
after. Write or wire for details. General Electric 
Company, Specialty Appliance Sales Department, 
Section DE10, Nela Park, Cleveland, Ohio. 


A G-E REFRIGERATOR FOR EVERY MARKET 


Monitor Top, Flat-Top, Liftop models—a G-E 
$77 °° 


refrigerator for every requirement, 


every income—priced as low as 
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The National Housing Act is Spotlighting the 


General Electric Kitchen 


Loans may now be obtained by home owners for £itchen 
modernization, through the National Housing Act. 
Borrowers may have up to 5 years to repay the loan. This 
new government activity brings the modern G-E Kitchen 
much nearer the goal of thousands of women; increases the 


G-E dealer's opportunity for complete G-E Kitchen Sales. 
















ome t the crowd that wandered 
around curiously on the opening day of 
the National Electrical Exposition at 
Madison Square Garden, New York 





ersonalities 





at 


Clarence Law, vice president of the N. Y. Edison Company and president of the 

Electrical Association, with Earle Whitehorne of the McGraw-Hill Company 

and vice-chairman of the show committee. On the right is George N. Brown 
of the Electric Refrigeration Bureau 





L. J. Montgomery, newly-appointed commercial J. H. McKenna, New York sales manager for L. & H Glenn O'Hara, manager of the New 
manager of New York & Queens Electric L. & P. Co ranges snapped as he looked the crowds over at the York office and vice-president of the 
with A. F. Rassiga on the opening day of the Exposition National Electrical & Radio Exposition Norge Corporation poses 





A. E. Ward, campaign organizer of the E. H. Campbell, sales promotion manager and Rex Richard Watt of the New York office of the Conover 
Associated Gas & Electric Company Cole, president of Rex Cole, Inc., metropolitan New Company, sees to it that the demonstration dish- 
soks over some of the air-conditioners York distributors for General Electric. washer does its stuff for the crowds at the show. 





D. W. May, left and Nate Hast, sales oe! of the . ‘ hp manager pw 
Cc. L. Harold, . ident of the Brooklyn Edison D. W. May Company, are pretty proud of the new ork office and vice-president the 
Company tlie exer how with one of his friends refrigerator that they are about to market. Apex Electrical Manufacturing Co. 








candid camera shots 


by Laurence Wray 





ITH a big luncheon 
meeting of the Electr 
cal Association of New 


York, held on September 19, the 
National Electrical (and Radio 
Exposition got under way 
Madison Square Garden for the 
second year. 

Speakers at the luncheon 
cluded Albert L. Dean, deput 
administrator of the Federa 
Housing administration at Was! 
ington and president of Genera 
Motors Holding Corporation 
who predicted that the nationa 
housing act would produce some 
$3,000,000,000 of new business 
in the country during the next 
twelve months. By the end 
September, Mr. Dean indicate: 
loans by banks to home-owners 
will be made at the rate 
$1,000,000 a day. 

Other speakers were Thomas 
N. McCarter, president of Public 
Service Company of New Jersey 
and of the Edison Electric Ir 
stitute; Merlin H. Aylesworth 
president of National Broadcast 
ing Company and Frank N 
Smith, president of New \ 
Edison Company. 

The National Electrical 
Radio Exposition for 1934 was 
an assured, self-supporting 
cess before it opened its doors 
Mr. Smith stated. The « 
105,000 square feet of display 
space in Madison Square Ga 
had been sold—an increase of 2 
per cent in leased space ove! 
year previous. With an atte 
ance of 209,000 people last y 
this year’s figures are expecte 
reach between 300,000 and 4: 
000. 

The impetus to buying 
home modernization, provided by 
the Federal Housing Admit is 
tration, was expected to hav 4 
profound effect in increasing he 
attendance, 
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1934 


New Positions 
of the Month 





Alterfer Bros. 


J. Keith has just been appointed 
Cent al Division Manager of Altorfer 
Bro:. Company, Peoria, Illinois. 

IN Keith was with the ABC Com 
pany from 1918 to 1933, and eight years 
of that time he was located in Peoria as 
Advertising Manager, and later as As 
sociate Sales Manager. The latter six 
years of his connection with Altorfer 
Bros. Company was as Eastern Division 
Sales Manager with offices in New York 
City 

Mr. Keith left in 1933 to accept a po- 
sition with the Nineteen Hundred Cor- 
poration, but now returns to Peoria as 
Manager of the Central Division, with 
headquarters at the Peoria factory of 
Altorfer Bros. Company. 


Stewart-Warner 


Effective immediately, the Stewart- 
Warner Corporation announces the fol- 
lowing changes in organization. Mr. 
Frank A. Hiter, Vice President and Gen- 
eral Sales Manager, will be in direct su- 
pervision of radio sales, assuming the 
duties of Mr. O. F. Jester, resigned. Mr. 
A. B. Dicus has been appointed Sales 
Promotion Manager of the Stewart- 
Warner Corporation. And Mr. M. H. 
Thompson has been made assistant to 
Mr. F. R. Cross, Advertising Manager 


Whitney-Blake 


The Whitney-Blake Company an 

unces that effective September Ist 
Frank H. Barber will act as their West- 
ern representative with offices in Chicago. 

Frank Barber has been active for many 
years in electrical manufacturing and 
jobbing. For several years, he has oc- 
cupied the position of Merchandising 
Production Manager with the Graybar 
Electric Company 


Eleetromaster 


Continuing with the contacts he has 
en making for many years, W. R. 
Winans, formerly head of the Public 
Utilities Division of Frigidaire Corpora- 
tion, is now associated with Electro- 
master, Inc., of Detroit. Gerald Hulett, 
Vice President and general sales man- 
ager of the latter firm, made the an- 
nouncement this week. 


Peerless Electric 


Che Peerless Electric Company, War- 
ren, Ohio, is pleased to announce that 
Mr. A. D. Walter has become associated 
with its organization, and will maintain 
his headquarters at the Warren office. 

Mr. Walter helped organize The Ohio 
Electric & Manufacturing Company in 
Cleveland, and for more than fifteen 
years has specialized in the design and 
construction of small motors. 


Thor 


I'wo years ago Evan O. Thomas ar- 
tived from sunny California to be as- 
sistant to E. N. Hurley, Jr. He had been 
Thor distributor for California, Arizona 
and Nevada for six and a half years. 
[his month announcement is made that 
lr. Thomas, general sales manager of 
the Hurley Machine Company, has been 
lected to a vice presidency. 


W. Hunter Snead 


V. Hunter Snead, for over 8 years 
*s Promotion Manager of Edwin L. 
W ‘egand Company, Pittsburgh, Pa., elec- 
trical heating engineers and manufac- 
turers of Chromalox heating units, has 
announced his resignation, September 
1, to become promotional sales repre- 
sentative of the West Virginia Pulp & 
3 er Co., 230 Park Avenue, New York 


y. 


Kelvinator 


C. R. Brogan, for the past six months 
in charge of the Atlanta, Ga., branch of 
Kelvinator Corp., has been appointed dis- 
trict manager, with supervision over 
Kelvinator’s activities in North Carolina, 
South Carolina and Virginia. Mr. 
Brogan assumes a position left vacant 
since the death of J. K. MacCarthy 
\ugust 14. 

George Bryant, a sales executive for 
many years in the refrigeration industry 
and since March a special sales repre- 
sentative under Mr. Brogan, will take 
over the Atlanta branch managership, ac 
cording to R. I. Petrie, Kelvinator do- 
mestic sales manager, who announced 
Mr. Brogan’s appointment. 


N. Y. & Queens E. L. & P. 


Charles A. Barton, general sales man- 
ager of the New York and Queens Elec- 
tric Light and Power Company, was 
elected vice president in charge of sales 
at a meeting of the board of directors, 
September 18, 1934. At the same time 
the appointmnt of L. J. Montgomery as 
general sales manager was announced. 

Lawrence A. Coleman, senior vice 
president, has been placed in charge of 
the financial, accounting, purchasing, 
stores and personnel departments of the 
company. Mr. Coleman, previous to yes- 
terday’s meeting, has been vice president 
of commercial relations since 1925 


R. H. Macey & Co. 


J. F. Gilday has been appointed the 
new buyer in charge of the newly 
formed Major Appliance Division of 
R. H. Macy & Company, New York City. 
Mr. Gilday has been with Macy’s nearly 
three years in the kitchen furnishings di- 
vision 


B. Altman & Co. 


S. Pels has been put in charge of the 
major appliance and electrical department 
at B. Altman & Company, New York 
City. ; 


James MeCreery & Co. 


James McCusker, for eight years in the 
housefurnishing department of Mc- 
Creery’s, New York City, has been ap- 
pointed buyer of major appliances, suc- 
ceeding Joseph Burgess. 


Gimbel Bros. 


Harry Miller has been put in charge 
of major appliance buying at Gimbel 
Bros., New York City, succeeding Mr. 
R. M. Richter. 


1900 Corporation 


Thomas W. Ward has been appointed 
metropolitan New York district manager 
of the 1900 Corporation with offices at 
+ ‘on Avenue. He succeeds J. J. 

eith. 


Atwater Kent 


With the re-instatement of the sales 
promotion department of the Atwater 
Kent Mfg. Company, George Lyons, 
former assistant manager of the depart- 
ment, becomes its head. The announce- 
ment was made by F. E. Basler. 


Standard Electric Stove 


_Guy C. Kowfeldt has been appointed 
district representative of the company in 
Minnesota and central northwest with 
headquarters in Minneapolis. Dean G. 
Reitz of Kansas City becomes district 
representative in western Missouri, Kan- 
sas and Oklahoma. 
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Features thatsell ¢ 
this outstanding 


* io 
Model D Magic Mai 
$20.95 sie cates og 


$18 45 without Juice extractor 
. 


Denver and West $19.25 












Look at these sales features ! 





Froit-jeice extractor has 
lowest center of gravity. 
Cannot tip over 





You know women You know that it takes selling features, talking points, new, 
different, better things to make women buy 

Magic Maid has what it takes! It has the selling features that make it sell. 

@ Eye-value. Superb modern design Highest quality sparkling opalescent bowls 
Rich, black Bakelite two position handle Beautiful, graceful design throughout, 
exquisitely finished 

@ Efficiency. Model D is equipped with a strong powerful 3-speed motor that enables 
it to perform its every task easily and efficiently No radio interference 

@ Two-position handle means portability plus! 100% convenience. Easy to lift off of 
stand. with hand in horizontal position, and to use at stove in vertical position 

@ Dual-dise revolving platform—an exclusive feature, giving instant change from 
large bow! to smal! bow!, without removing platform 

@ Tilt-back motor—so important for quick attachment or detachment of beaters 
@ Adjustable motor-height control for greater ease and efficiency in beverage mixing. 
@ Labor-saving attachments—Magic Maid has a most useful line of attachments— 
and at prices that make them easy to buy 

@ Sold without juice extractor, No more sales resistance from women who do not 
need a juice extractor To them the Magic Maid now costs only $18.45 (in the East) 
and $19.25 (in the West). An important selling feature 

Send for the complete Magic Maid story Don't delay getting the most out of this 
profitable business Send TODAY for our complete plan 





Order Magic Maid and ST AR-Rite Appliances through your jobber 
THE FITZGERALD MFG. CO., TORRINGTON, CONN 


FITZGERALD 


MAGIC MAID 









Motor tilts back. Note Portable 


Two-position 
convenient position of poe? makes for easier 
an 





dise revolving platform exclusive with 
c Maid. i} 1 revolves just as 
efficiently as large bow 


Polisher 


hand on handle. for different uses. 
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OHIO solves 


another appliance 
brush problem 
for you !!!! 


Universal Service Kit No. 3 


Contains 19 sizes of brushes—five sizes of springs and 
four sizes of oil wicks which will fit 131 makes of appli- 
ances such as vacuum cleaners, washing machines, ironers, 
pumps, fans, food and drink mixers, office appliances, heat 
regulators, cash registers, drills, buffers, barber equip- 
ment, etc. 


New! Different! Up To Date! 


This kit is truly universal in its application because of 
the standardization of brush lengths to one inch. To fit all 
nationally known equipment, it will be necessary in some 
cases to shorten a brush slightly but the width and thick- 
ness will not have to be changed. 


You can readily ascertain by observation which spring 
or oil wick is to be used as well as figure out further varia- 
tions of these stock sizes to fit practically amy application 
in the fractional horse power field. If necessary, widths 
and thicknesses may be altered by judicious use of sand- 
paper or grinding wheel. 
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Supplies Motor Brush Replacements to fit 
practically every Known Make of Appliance 


THE OHIO CARBON COMPANY 


12506 BEREA ROAD CLEVELAND, OHIO 


ORDER FROM YOUR JOBBER OR MAIL COUPON! 


The Ohio Carbon Co., 12506 Berea Road, 
Cleveland, Ohio. 


Gentlemen:— 











ee 


Please send me complete details about your Universal Service Kit No. 3, including 
list of nationally known makes of appliances which can be fitted. 


Name 
Address 
City State 
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To Sell or Not To Sell 


THVHERE are two schools of thought in regard to the 
| selling of electrical appliances by public utility com- 
panies—the do’s and the don’ts. The other day a field 
editor of Electrical Merchandising visited a city served 
by a municipally owned power system where cut price 
selling of ranges, water heaters and other major ap- 
pliances was notorious. Here was a “horrible example,” 
such as might well be pointed out as an object lesson 
by the “don’t We are not concerned with the sur 
vival of electrical dealers,” said the merchandising man- 
ager of the ty department frankly. “Of course, we are 
glad enough to have them sell any ranges they can, but 

domestic load. We do not expect to 
make a profit on our merchandise. If selling below 
list or giving premiums is going to put ranges on 
our lines, that is just what we are going to do.” 
Naturally this city owned system is not popular with 
retail merchants of the town. And yet it is an inter- 
esting fact that the department stores and furniture 
dealers of that city are selling a very decent volume of 
electric ranges 


what we want is 


*« a * 


In another somewhat larger community in the same 
general region, the power company has refrained from 
the beginning from competitive merchandising. It ad- 
vertises electrical products and it holds dealer promo 
tional meetings, but it is proud of its record of never 
having given any unfair competition to retail mer- 
chants in the electrical field. Here, one would think, 
is a paradise for electrical dealers. But the fact re- 
mains that practically no electrical ranges are sold in 
that community. 


The answer to this (to some) unpalatable riddle, 
seems to be that after all, it is not the salesman who 
sells the electric range; it is the neighbor’s electric 
range. In the first community, the forced selling of 
the city department had placed a great many ranges on 
the lines. Housewives were familiar with electric cook- 
ing. Neighbors all around them were using electrical 
equipment—and liking it. When a new range was to 
be purchased, it was natural to make it electrical— 
and in the mere course of probabilities, some of these 
ranges were purchased from other outlets than the city 
department. In the second case, electricity was still 
suspect as a cooking fuel. People preferred gas, be- 
cause they knew gas. Electrical merchants and depart- 
ment stores perhaps stocked electric ranges once, but 
when they found they did not sell, they either gave up 
this field, or they switched to gas equipment. It should 
be added that the retail trade does not at the present 
time wish the power company in this city to sell ranges; 
indeed, a few years ago when the possibility was sug- 
gested, they held indignation meetings and effectively 
prevented any such invasion of their rights. 


* * - 


rhis is not an argument in favor of unfair methods 
of merchandising on the part of public utilities or city 
departments. But there is a moral lying about here 
somewhere, and those power companies who are study- 
ing the advisability of going into the range business, 
as well as dealers in those districts where such a plan 
is contemplated, might do well to look up the history 
of range selling elsewhere. 








LETTERS 





EDITOR 


| would like to get from you some figures on the average 
cost of doing business for dealers who handle the major elec- 
trical appliances and also the smaller electrical appliances 
in combination with radio sets. 

A few years ago the average seems to have been about 
30% and with a margin for profit the dealer discounts on 
most of his merchandise was considered fair at 40% or 
better 

When electric refrigerators were first put into dealers’ 
stores the discount averaged 25% and as the years went by 
was gradually increased to 35%. We are now confronted 
with a proposition on oil burners and the discounts to 
dealers are apparently going to average around 25%. 

The purpose of an investigation I am making is to deter- 
mine whether a dealer can sell oil burners or any other 
specialty at such a discount and manage to live. The dis- 
tributors tell us it is the nature of the business but since 
these factors are determined by the manufacturer and the 
distributor, they can be determined at such a level as to give 
the dealer a living discount. 

Any information you may have or any comments you care 
to make will be greatly appreciated. 


Avex. A. GerTLin, 
Chairman, Dealers Division Electrical Assn. of Phila. 
Philadelphia, Pa. 


rhe only study that has been made on the cost 
of doing business in the electrical trade was made 
by S. J. Ryan for Electrical Merchandising in 
1925. At that time the costs of operation of 43 
electrical dealers was shown at 27%. His average 
gross margin was 31.10%, leaving a net profit of 
4.10%. In the same year ten radio dealers’ oper- 
ition showed a total expense of 204%, a gross mar- 
gin of 26% and a net profit of 54%. The difference 
between the electrical dealers’ total expense of 27% 
and the radio dealers’ expenses of 204% is due to 
the fact that at that time radio business was entirely 
a store business, whereas the electrical dealers 
studied had a combination of outside selling and 
store business. 

These figures were accurate for that time and 
under those conditions. However, today I do 
not believe that you will get very far in a dis- 
cussion of margins by sticking to the discounts. 
In 1925 the dealer receiving 40% on a washing 
machine would have a margin in dollars of from 
$40 to $60 to do business on. Today 40% on 
a washing machine may mean a margin of $10 
to $20. 

When electrical refrigerators were first put into 
lealers’ stores at the average discount of 25% 
the amount of margin in dollars was $50 to $100 
and more, and while the discount on refrigerators 
has increased, the list prices have declined so that 
the dollar margin is less even though the per- 
centage discount is greater. 

What we need to bear in mind in considering 
profit margins in this business is that the cost 
of selling in dollars remains fairly constant, and 
that the dealer must obtain dollar margin out 
of his business which he can obtain only when 
the list prices are sufficiently high to give him 
the number of dollars he needs to do business. 
\nother factor entering into your calculation 
of living margins is the degree to which the dis- 
tributor will perform certain of the necessary 
steps in completing the sale. There is a differ- 
ence in expense for the dealer who assumes all 
charges for warehousing, carrying stock, deliver- 
ing, servicing and financing. Some distributors 
perform one or more or all of these functions 
for the dealer. Keeping in mind the fact that 
the fewer functions in addition to selling that the 
dealer performs the less margin he may receive 
and still make a profit. 

The investigation you are making on this mat- 
ter of living margins is of paramount importance 
to the entire electrical trade today. We should 
like very much to have, and with your permis- 
sion to publish the conclusions of your investi- 
gation. ED. 


. 


EDITOR 


It was with a great deal of interest that we read your July 
issue of Electrical Merchandising. 

Perhaps it would interest you to know how a couple of 
boys who formerly read only your knit goods publications 
but switched in 1927 to things electrical are making out with 
refrigerators. When we read that the Westinghouse stores 
in Detroit expect to sell 1000 refrigerators this year, we 
commenced to look for an atlas: having found the latest 
one available, we discovered that Detroit claims a population 
of 1,564,397. Soooocc0000 we examine the population we 
have to work in Nassau County, 303,000, then look at our 
quota, 1200. 

With 1/5 of Detroit’s population we must sell 200 jobs 
more than their expectancy. Some boys, these quota setter- 
uppers! But we are not kicking. 

Why don’t you come out and see us some time? Little 
Old Long Island has some boys who can sell refrigerators 
just as well as they did underwear and sweaters to the 
lobbers who used to be. 


Sunrise Utiuities Co., Inc. 
otherwise 
Jack Leich and Jim Malone, 
Rockville Centre, L. I. 


EDITOR: 

In the August issue of Electrical Merchandising your en- 
lightening report and analysis is of vital interest to a! con- 
cerned with the cost of Electrical Appliance Retailing 

Your suggested solutions, firstly, more gross margin and 
secondly, careful study of new selling methods, are sivnifj- 
cant and constructive from the broad angle. However, jp 
particular relation to Department Stores, would they 1t be 
more assured of a profit balance if their selling methods 
were more ethical? Do they not deliberately slash their own 
profits on nationally advertised appliances with the sole 
purpose of luring away price-conscious customers from the 
specialty appliance distributors? 

In Canada electrical appliance dealers distributing deicrred 
payment sales through finance corporations have been «most 
hopelessly unable to compete with the credit terms extended 
by the larger stores. In the most part these stores make only 
a nominal charge for financing and in some cases there is no 
charge at all. Presumably the actual loss incurred is re- 
covered by “marking on” or “loading” sundry merchandise 
which is not classified by national advertising. When ap- 
proximately 60-70 per cent of appliances sell on a deferred 
payment basis, such subsidizing of finance charges is de- 
cidedly a vicious form of price-cutting. 

In this same issue of Electrical Merchandising your edi- 
torial “Financing Again” discloses the existence of the same 
discouraging competitive conditions on your side of the line 
Evidently the keen competition of aggressive specialty sales- 
men has seduced the Department Stores, who ever crave 
volume sales, to tolerate subsidized financing. Then the 
worried controllers groan despairingly and arch their eye- 
brows when critics dare to allege unfair competitive methods 
of selling. 

For some time this disturbing credit condition has been 
keenly interesting to me and at the moment one particular 
question eludes an answer. Which of the numerous interested 
groups, manufacturers, distributors, finance corporations 
etc., could or should take the initial action to remedy the 
present credit situation? 

Your viewpoint or analysis of this question in the editorial 
columns of Electrical Merchandising, if permitted, would 
be very much appreciated. 


Epwarp C. Hay 
Hamilton, Ontari 


The question you raise on the cost of com- 
petitive financing is one of the difficult problems 
which the independent dealer has to face. The 
only solution which has been found is financing 
by the utility interested in putting additional load 
on the lines. This is being done by the Electric 
Home & Farm Authority, a government agency 
in the Tennessee Valley region. It has also been 
successfully done by a few privately owned util- 
ities. The Hartford Electric Light Company has 
financed dealers’ sales on ranges, and the Central 
Hudson Gas & Electric System has financed sales 
of all appliances for dealers in its territory. 

This magazine has repeatedly urged that in the 
financing of dealer paper the public utilities have 
one of their greatest opportunities for market 
building and sound trade cooperation. ED 


¢ 
EDITOR: 


As a subscriber to your paper I am wondering if you car 
give me some information in the competition that the so- 
called “bottled gas” has had in the States in so far as fuel 
for cooking purposes. We here in Lima are starting t 
campaign electric ranges, and met with fairly good results 
but recently a company has been organized to bring from 
the States the bottled gas and sell gas ranges. Heretofore 
we have used only coal or kerosene for cooking purposes 
How does that gas compare in cost of operation with other 
fuels, electricity, for instance? Are safe to use these gas 
ranges? Do they use that gas also for lighting purposes 
Have they proved a success with the American people 
What are its advantages and disadvantages? How does this 
new fuel affect the sale of electric ranges? 

The local central station is selling American-made electri 
ranges, and is very much interested in getting the informa- 
tion I am asking you in this letter. 

A. Bueno 
P. O. Box 92, Lima, Peru, South America 


*- * * 


Bottled gas, by which we mean a compresse' 
liquid gas, has been successfully sold and success 
fully used especially in suburban areas of high ave: 
age income where city gas was not available an‘ 
where rates for electricity were not favorable fo: 
the use of an electric range. This compressed ga 
is fairly high irl cost, and on the basis of comparativ: 
cost of operation cannot compete with electric rat: 
of under three cents per kw.hr. I should judge the 
the cost of shipping this compressed gas in drun 
to Lima would be so great that if your electric 
rates are at all favorable you should have nothing ' 
fear from this competition. 

Answering your other specific questions: As fa 
as safety is concerned, this compressed gas ha 
about the same hazard factors as other gases, tha‘ 
is, accidents do result from its use. The gas ca 
be used for lighting purposes, but due to the hig 
B.T.U. content of the gas it is difficult to ge 
an efficient and economical operation for light 
ing. The competition from this form of fuel ha 
not made great progress against the electric rang 
in any section where the electric range has bee! 
actively sold and where rates are favorable.—ED 
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THERE’S A READY MARKET FOR YOU 


WITH THIS POPULAR NEW LAMP! 




















Estimates show immediate 


need for 500,000 new 
STUDY AND READING LAMPS 


Th ERE’S a ready market for you right 
now with this New Study and Reading Lamp 
.. . Conservative estimates reveal a definite 
need and immediate market for 500,000 
lamps of this type this season alone! This es- 
timate is based on selling 30 metered homes 
in every thousand in your community. 

Designed by the Illuminating Engineering 
Society to give adequate light for seeing pur- 
poses, the new Study and Reading Lamp 
ills a definite need in every family with 
hildren...and with grown-ups too. Every 
ine of your customers will want one or more 
vhen they realize what it means to their 


hildren’s eyes. Sixty families out of every 
















K 100 have children, but the market for such sell lamps designed for seeing purposes. 
em alamp is not limited to families with children, nor to schools, col- By stocking the new Study and Reading Lamp, as well as the other 
os leges and dormitories. It will provide better seeing for every member lamp types illustrated in the panel below, you’ll have what your cus- 
~— a. onmn ' tomers want. . . and remember that backed by the concerted advertis- 
f the family. This lamp is manufactured by several lamp makers. . : os hy : 
‘ P . ing of the Better Light-Better Sight campaign, these lamps will be in 
demand because they fill a definite need. 
a WRITE FOR FURTHER DETAILS 
GENERAL ELECTRIC (0. : 
4 Nela Park, Cleveland, Ohio Name . 
: P ease send me information about the Better Light ( ompany 4 
NELA PARK, CLEVELAND Sal combine t promote it ti al andthe cule shot 
® the helps which General Electric bas made available for 4 
. me as a merchandiser of lamps and lighting Addres ® 
THESE NEW PORTABLES TIE IN WITH BETTER LIGHT...BETTER SIGHT PROGRAM 
f The New Study and Reading lamp There s a ready market for 600,000 indirect Estimates show an immediate market — There’ s a market for 450,000 — There is an immediate market 
c will be the featured item in the new portable lamps. Some are semi-indtrect, others for 1,000,000 wall portable lamps, Socket Extension Units, avail- for about 150,000 plant 
I Better Light-Better Sight program. totally indtrect. either direct or indirect models. able in many varieties. lamps, floor and wall units. 
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The new Study and Reading Lamp 
(desk type) is high enough to spread 
the light over the whole desk... it 
gives 30 footcandles under the lamp. 
There is no glare, either director re- 
flected, and there's plenty of upward 
light for the restof theroom. Thelamp 
is made in both desk and floor types. 
When the desk lamp has been placed 
on an average height desk or table, 
its shade will be on the same level 
as that of the floor lamp. Both 
are designed to burn a 100-qwatt 
MAZDA lamp or a 150-watt 
MAZDA daylight lamp. 


WHY YOU SHOULD STOCK AND BOOST IT 
















Right now, three great industries are unit- 
ing in a common drive to make America 
conscious of the need of better light for bet- 
ter sight. The electrical industry, the optical 
industry, the paint industry, have already 
started a cooperative barrage of advertising 
and promotion that cannot fail to help you 














33 














& ¢ 


tent 


17.000 


I ( 


atistics, 


inager, heating device 
Electric 


| i it time we b 
neavy vernhauling on 


ack 


ONN GUILD 





When 


Tennessee 


HARRY CAMERON 
General Merchandise 
Vanager, Tennessee Elec- 

tric Power Company. 


nnessée Elec- 
mpany, Chat 


ja, Tenn 


egan to do a little The iron has been pointed to as the one 


1] our saturation appliance that has gained almost uni 
ording to Ralph Cordiner, versal acceptance and use; the one appli 
i sales for General ance that has only a replacement market 


to shoot at. 

It would be difficult to justify those 
figures in light of the experience of the 
Tennessee Electric Power Company in 
Chattanooga. And their experience holds 


ulation, made year 
estimated that some 
cent of all domestic elec 


1 the cx 


have 


uuntry own irons 


rons in One Campaign 


Electric 
found that 30 per cent of their 
customers did not own an iron 


—they began to act. 
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es 
minimum bill _ mys 
tomers served hy wagor 
Tennessee = Eleciric¢ xact 
Power. vere t 
There 
pplia 
1 considerable moral for many another veloped that the supposedly “universal’ abu fe 
utility company. appliance, the electric iron, was 1 A % 
Here’s the dope: from more than 25 per cent of the . ot 
The Tennessee Electric Power Com- In others, there were electric irons { es 8 
pany has 92,000 domestic customers. were inoperative, which needed minor aig : 
About one-third of these were in the pairs and which had either been relegate we el 
minimum-bill class. In a survey of ap- to the shelf or used on coal stove all , 
pliances in use in the homes of all resi- old-fashioned sadiron. ‘ome - 
dential customers, the surprising fact de- When these facts came to the attentior es 
of J. Conn Guild, president of the com — * 
pany and to Harry Cameron, sales man —s 
ager, it was agreed upon that the com _,* 
pany should do something about mini riced 
mum bill customers. And with some 
30,000 customers on the lines who were 
not using irons, the method of approact Reasi 
was made to order. activity 
A three-months campaign was decide ind Ok 
upon with a quota of 9,000 irons. The -handis 
iron was to be a non-automatic (GE tral sta 
Hotpoint), was to sell for $1.95, either would | 
cash or terms with a down payment of Toda 
50 cents and the remainder on the month) aws We 
light bill. Employees were roped in and the smi 
given 50 cents commission on every iron the big 
sold and 75 cents commission on sales to Joubt : 
. are customers with a monthly bill of less of sma 
Jk Fall is here and folks . than $3. The usual advertising and pr cipal n 
‘ ¢ »al to their appetite for motion was scheduled to go with the event western 
o an appt the table When the smoke of the campaigr 
ig devices, used at cleared away and the last four-bit dowr & 
ty for you, on ¢ payment went clinking into the casi May. 
: sed and drawer, the Tennessee Electric Power june. i 
are well design " Company found that they had sold not amas 
The discovery of this 9,000 irons but 17,000. Minimum 
a levice customers bought 65 per cent of them an 
1906 created the heating ¢ . half the irons sold during the campaig A ye 
: iceless reputation were to people who did not own electri selling 
years, the pricete: hy irons. Out in the less thickly settled areas electric 
: arded by the trustworthy of the country, iron sales to minimun f sma 
1 safeguar , -. Chromel, bill customers were around 90 per cent payers, 
f{ our customers m ‘ 4 One girl in the accounting department a 
are Chromel equippe®- counted for 200 irons during the drive 
-s that ar ~~“ er and as the sales were made to minimur B 
ilator, ask for Form | ° bill customers she made close to $150 ir aia 
Michigan. ei ite sonst 
deluxe 
Other Experiences six an 
maker, 
The Tennessee Electric Power were pads ar 
not the only utility company to find that would 
98 per cent of their customers did not Drug ¢ 
own irons. Georgia Power made a similar eption 
discovery. They have 116,500 residentia ircula’ 
customers of which 21,000 were minimur priced 
bill or “no-profit” customers. They put Best 
on a similar campaign, enlisting 3,80 paper 1 
employees. Here the irons were sold {¢ Commi 
$2.50. Setting quotas was difficult be f Me 
cause in 1933 the company had sold 4,69! the las 
irons and in the first five months of 1934 R; 
only 1,936 irons had been sold. W 
The campaign ran from June |! t Ir 
August 18—two months. In that peri Cl 
18,000 irons were sold and mostly to the M 
21,000 minimum bill customers ! F; 
Over at the South Carolina !’ow ¥ 
Company the good work went on M 
The have 15,500 customers and on! 
800 “no profit” customers. Without 
hoo, newspaper advertising, or a t Atte 
the other customary flag-waving nti than ¢ 
fied with campaigns, they went out 4! Pliance 
sold 3,200 irons. In one district lemon 
with 2,000 domestic meters, 641 ns as foo 
were sold! A live commentary on 1 on a 
tion statistics. 25 
Here the irons were sold for $2.33 elabor; 
$2.45 terms. Down payments we ind 
cents and terms 50 cents a month the handj 
light bill. Employees were paid 40 ents tior 
commission on the sale of every iron with ind to 
10 cents extra per iron for all sales i: ex ale p 
cess of established quotas. a toug 
Dealers, tieing in to the campaig id , 
21 irons. Proper 
And so it looks as though it might be n 
good business to forget statistics and sel! in frog 
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Utilities Getting 
Behind Table 


Device Sales 


d n the gay nineties, who used 
K. n out with their sleds on snowy 
iays and hook on behind every passing 
vagon for a free ride, would know 
xactly what to do about small appliances 


ey electrical dealers today. 

There’s a chance for a free ride behind 
es again. Moreover, the drivers 
g wagons, the utilities, are will- 
ng. Maybe you haven’t noticed it, but 

tral stations are again running heavy 
,dvertising schedules after a lull of sev- 
ral years. Says Harvey Keyes, merchan- 
ising manager for the ten Byllesby sys- 
tems: “The utilities are again pushing 
mall appliances, but on a new basis. The 
lays of outside effort on high priced 
tems is over. Central stations are fol- 
wing the lead of department stores and 
ther outlets by simply pushing popular 

ed merchandise across the counter.” 


What Caused Lull 


Reasons for the lull in small appliance 
activity are two fold. Two states, Kansas 
ind Oklahoma, knocked out utility mer- 
handise selling by law. Elsewhere cen- 
tral stations marked time to see what 
would happen. 

Today, with the Kansas and Oklahoma 
aws washed up by the supreme court, and 
the small item field needing promotion, 
the big utility drive is on again. If you 
joubt it, look at the tabulation of inches 
f small appliance advertising in the prin- 
pal newspaper of each of seven mid- 
western cities during the last four months. 


Furni Dis Na- 
Dept ture Deal- tribu- Util- tional 
Stores Stores ers utors ities Chains 
May 36 0 72 0 344 10 
June 24 30 201 241 806 102 
July 128 15 133 523 624 16 
August 120 154 12 0 647 t) 
524 60hss418— 764,421 —s‘1:28 


A year ago this autumn, with outside 
selling apparently definitely on the wane, 
electrical dealers scrambled to get tables 
f small appliances in their stores. Rent 
payers, they called them. 


What Shall I Push? 


Best guessers figure that the quickest 
moving stock of small appliances would 

msist of a mixer, a waffle iron, a fan, a 
leluxe toaster, a standard toaster, four, 
six and seven cup percolators, a coffee 

aker, air circulating heater, warming 
ads and a curling iron. Naturally the list 
would include irons. The Walgreen 
Drug chain echoes this list, with the ex- 
eption of the high grade mixer and air 

rculating heater, considered too high 
priced for drug store sales. 

Best sellers, as judged from the finance 
paper turned in by Chicago dealers to the 
Commonwealth Edison Company bureau 
it Merchandising Co-operation, during 
the last year, are as follows: 





PGS. oa %.dss sucoeened se 
Wee cd che 13.11 
WE a dena cs denna 12.49 
Mad ss vesduedese 6.44 
MA 65k Genes ibehs 3.43 
5 Peer 2.57 
amps ipiekevd oan 2.00 
Miscellaneous ......... 11.02 

100.00 


tention is being paid this year, more 
ever, to the proper display of ap- 
Hamilton Beach urges the 
lemonstration of its mixer with a batter, 
’s ood and motion catch the eye. Sales 
on combination tray and toaster rose 
“9 when Waters Genter offered 
“laborate displays of tea time delicacies 
inder glass to be shown with the mer- 
ise. In passing, it should be men- 
that the “Hospitality” idea of tray 
vaster combined has helped to jump 
rices from $7.50 to $19.75—and in 

gh year. 
stinghouse has laid stress on the 
r placing and trimming of the 
appliance table. Put the table up 
nt of the door where all traffic must 


lances, 








Surround your small appliances 
with food and action and you'll 
pep up sales. It jumped toaster 
orders 25% in some instances. 


pass, if best sales activity is desired. Set 
out appliances that fit the weather. 

Just how the increased utility advertis- 
ing is affecting electrical dealer sales may 
be judged by comments: 





small appliances 


How They’re Doing 


H. C. Greenberg, 1541 Devon Ave., 
Chicago—“We're feeling a little improve- 
ment. Irons are going best, next the 
glass coffee maker. Don’t forget you're 
asking this question in August, a bad 
month. After Labor Day things will 
hum along.” 

Edward P. Dublin, 3222 W. Madison 
St., Chicago—“We doubled our business 
on small appliancés since last year. 
August has been our slow month.” 

H. H. Haedicke, 3150 Irving Park, 
Chicago—‘“We have sold 30% more small 
appliances than last year. One of our 
best items right now is a sandwich 
toaster. Trays and toasters are doing 
pretty well.” 

Jack Miller, 6610 Sheridan Road, Chi- 
cago—“Appliances are 30% ahead of last 
year—and I mean off the table sales, 
without pushing. Our best item is the 
iron. These people who are doing their 
own laundry are certainly ironing it.” 

At the Century of Progress small ap- 
pliance exhibits report constant question- 
ing by visitors. Birtman Electric at- 


tracts as great crowds as anything in 
home planning hall. From all angles it 
looks as if small appliances were in for 
a play from both dealer and consumer— 
thanks to the utilities who started the 
ball rolling. 





Walgreen Repeats 
Punch Card Offer 


OR the second time Walgreen Drug 

Stores are offering an electrical ap- 
pliance at a reduced rate as a trade holder. 
Customers who keep a punch card on 
their purchases may buy a Mix-all electric 
mixer for $3.95, when $5 worth of other 
merchandise has been taken. The mixer, 
which is claimed to list at $10.75, is good 
for drinks, malted milks and salad dress- 
ings. No mention is made of batters. 

Earlier in the year Walgreen offered 
a Hammond clock on a similar purchase 
plan. 

The electrical counter, tried out experi- 
mentally a year or so ago, has been made 
a feature in every store, and carries items 
ranging from $5 down. 





WHAT HAVE 


HOTPOINT REDMAN: Just 


around 


looking 


-wanted to see if you were all set. 
DEALER: For what? 


HOTPOINT REDMAN: For a bunch of 
women with important money to spend. 


DEALER: What's up? 


HOTPOINT REDMAN: Haven't you 
heard? We're running a special pull’em- 
in ad in the November issues of Good 
Housekeeping, and McCalls 


DEALER: That’s news to me! Why 
wasn’t I told sooner? Whose stepchild 
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IDGE, OLD BOY, 


YOU UP YOUR 


SLEEVE THIS TIME ? 








am I, anyway, your aunt Minnie’s? 


HOTPOINT REDMAN: Hold it! You 
still have time. You see, we’re putting the 
spotlight on four of the hottest numbers 
you ever set on your counter. 


DEALER: In November? 


HOTPOINT REDMAN: Right! There’s 
the “Treasure Chest’’ Cooker that frys 
eggs, grills steaks, toasts sandwiches— 
There’s the Hotpoint Mixer that mixes 
batter, squeezes orange juice, mashes po- 
tatoes, beats eggs, whips cream—There’s 
the Dorchester Coffee Maker that makes 


GENERAL @ ELECTRIC 


Treasure 
’ 


Mixer—S22 50.. 


os ‘Dorchester’ 
acity—3$9-95 eee 


G-E Hotpoint 
Chest”’ Cooker— 9.95 - 
Maker—6-cuP ated 
$8.95. 


Coffee 


Moderne lron— 





the swellest coffee you ever poured in a 
cup—and there’s the new Moderne Iron 

. the only iron of its kind on the 
market. A real headliner! 


DEALER: All right, Midge, I'll give you 
an order. But listen . . . if you don’t get 
it delivered in time, well—I won’t shoot 
you. I think I'll just skin you alive! 


NOTE: When the push starts, be ready 
with these four bell-ringers! See your G-E 
distributor, or write General Electric Com- 
pany, Merchandise Dept., Section E-3410, 
Bridgeport, Conn. 


Hotfoing 


ooh 
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ROYAL 


LEADS THE WORLD FOR VALUE 


SUPER QUALITY! SUPER VALUE! 
In the Newest Royal Models 


Each an outstanding value in its class. 
Built to meet market conditions as they 
exist today 

Models available NOW. A com- 
plete line on both air and revolving 
brush types. Ranging in price from 
$34.50 to $59.50. 


1935 


Beautiful in appearance, with latest 
features, and built to give many years 


of satisfactory 


service 





Royal Super Grand 


The Cleaner that has every 


thing Special Features In- 
clade Headlight — Two 
Speed Motor—Wheel« with 





Compo Bearings 


SPECIAL 
MERCHANDISING PLANS 


Combination offers that mean BIG 
value to your customers. National 
magazine advertising in Good House- 
keeping, Ladies’ Home Journal and 
Saturday Evening Post. 

Attractive broadsides enabling you to 
feature other major appliances along 
with Royal Cleaners. 





Royalette-Hand Cleaner 


Includes 
Blower Tool 


Same Sey Gaaalien ont Striking window and store display 


pieces. 


ROYAL CULINAIRE 


A food mixer built on entirely dif- 











ferent principle. Strong, sturdy, 


powerful. New type twin beaters 
thoroly mix the heaviest batter in 
fraction of the time ordi- 


Metal bowl 


stove—will 


but a 


narily needed. ~can 


be used on the not 


chip or crack—3 speed motor 
in base—no oil or grease to 


drop in the food. Attach- 





Royal Culinaire 
Most Advanced Type Electric Mixer. 
proved Beaters of Monel Metal. 
Color Combinations. 


THE ROYAL DISTRIBUTOR in your territory 
will give you the complete story as to how you can make 
money with Royal Products and sales plans. 


The P. A. GEIER CO. 


540 E. 105th Street Cleveland, Ohio 


Continental Electric Co., Ltd. 
TORONTO CANADA 


New Im- 
New Beautiful 














| MORE CLUES coool 








SELLING $1,000,000 WORTH 


O'Neil Co., Akron, O., sold over 
$1,000,000 worth of cleaners, 1,700 on de- 
ferred payments, opened 900 new ac- 
counts and averaged 6.8 turnovers. 59% 
of the business was “dug up” outside the 
store. The manufacturer-merchant co- 
operative plan was followed. Manufac- 
turer provided sales crew, planned and 
supervised actual campaign, shared cost 
of advertising. Store paved way for sales- 
men; gave publicity and displays. No 
blind canvassing. On day before sales- 
man’s calls, cards were distributed offer- 
ing to clean a rug free. Three times a 
year the usual down payment was re- 
duced from $6.25 to $2.25. Newspapers, 
windows, enclosure folders (in mer- 
chandise bundles and bills), broadsides 
(through a distributing agency) and the 
telephone were used. Canvass was sys- 
tematic and thorough. This same plan 
has been used, and is in use by many de- 
partment stores. 


OFF-TIME” BONUS 


A large department store offered 
special bonuses to salesmen who used 
the phone on “off time” periods to de- 
velop business by calling up their store 
customers. The salespeople are en- 
couraged to list their customers and de- 
velop them. 


TAPE MEASURE 


Another dealer, having outside sales- 
men, offered a premium of a useful tape- 
measure (bought in hundred lots and im- 
printed with his name) free for replies to 
his questionnaire. Both telephone and 
personal calls were made. College men 
and women were used. 


BULLETIN 


Another dealer continually clipped 
articles from his local paper on health, 
disease, dirt, smoke, soot, etc. These were 
displayed on a “Health Bulletin Board” 
at the bottom of which was the caption 
“Keep Your Health With a 
Cleaner.” He _ secured letters from 
doctors, health directors, and the like, 
emphasizing the need of “Clean Home- 
keeping.” One of his ads’ was headed 
“New Ethics Of The Dust.” 





TRADES 


And another: “WANTED—used elec- 
tric cleaners! Substantial allowance made 
for old cleaners against the purchase price 
of famous new Cleaner. Telephone 
Main 1234 or call at “Blanks” . . 

Still another: “$10.00 FOR YOUR 
OLD VACUUM CLEANER! For de- 
tails inquire of Blank’s . . . Telephone 
Main 1234.” 

Liners are used effectively to sell used 
and “re-built” or “demonstrator” cleaners. 





PARKING PRIVILEGE 


Another enterprising dealer displays a 
curb-sign outside his store reading: 
“PARK HERE.” He advertises that cars 
left in front of his shop will be interior- 
cleaned free, to demonstrate the 
Handy Cleaner. He employs school boys 
to slip circulars into cars, or under the 
windshield wiper. Owners are followed 
up by outside salesmen when not sold in 
the store. His local newspaper ads’ 





“feature his “Free Parking Space.” 


Still another dealer arranged with a 
down-town outdoor parking space pro- 
prietor to clean cars left in his lot on a 
share basis. For every “lead” secured 
and sold the proprietor was given $5.00. 


Cleaner Sales 


DUST CLOTHS 


To get leads a manufacturer ga 
through his dealers neat “dust cloths” 
Inquiry coupons were included 


eWws- 
paper ads’, and mailed out with letter 
Nine coupons resulted in sales of 3 floor 
models, 2 hand cleaners, 1 clock, adic 
It is said 50% of inquirers brought some 


merchandise of the store. 
* . * 
SIDEWALK DEMO’ 


An Elkhart dealer has his demonstrat. 
ing table on the walk. He averages 4 
appointments for home demo's per Satur- 
day and has made as high as seven sale: 
from four such demo’s, 


7 * * 


ONE DEALER’S RECIPE FOR 
SUCCESS 


Neat store arrangement. Seats for pros- 
pects. Store, window and walls demon- 
strations. Evening window demo’s, Satur- 
days. Persistent newspaper advertising 
20 inch insertions. Large painted board 
Use of direct-mail matter, manufacturer's 
helps. Broadsides to special lists. Follow- 
up customers. Experienced demonstrators 
and outside salesmen. Mixing with civic 
and club affairs. Special terms, periodi- 
cally. Feature low down-payment and 
terms. Fair trade-in arrangement. Skilled 
servicing. 

* * * 


CATCHING “CARRIAGE” TRADE 


A big city dealer uses a form letter 
to develop business from car owners 
He notes the license numbers of cars 
parked near his store and sends each a 
letter like this: 

WT Sle. wenne ous 

I have been intending to offer you a 
little service for which this store is noted 
When I saw your Buick parked down the 
street the other day, it reminded me t 
write you. If you're anything like most 
motorists you know how quickly car in 
teriors gather dirt and how hard it is t 
remove it. Upholstery, trim, floor-cover 
ings, etc., can be kept spic and span wit! 
out effort with the Handy Electri 
Cleaner. 

It’s light enough for a child to us 
substantial and powerful to do a complet 
cleaning job. It has an extra long cord 
and attachments that snake the dust, dirt 
lint, grit, hairs, etc., out of inaccessible 
as well as easy-to-reach places. !\ ome 
love it! 

Right now I’m offering a special in 
ducement to car owners. I'll demonstrat: 
its merits by cleaning your car free— 
at your home, or here at the store. If ¥ 
does all we say you'll want it! And al 
you need pay is $5.00 down, and the rest 
in small monthly stipends you'll never 
miss.” 





** * 
TRAVELING DEMO’ CAR 


A specialty dealer equipped his service 
car with a lot of large batteries wired up 
so that he could make street demonstra 
tions of the handy cleaner. He'd clea! 
clothing, on passersby, car interiors, ¢t 
Leads were followed up by his salesmet 


* * * 
THE RENTAL PLAN 


A Sacramento appliance dealer 
tised “Vacuum Cleaners to rent at a dol 


lar a day,” the cleaner to be delivered a” 
called for by his company. Renters att 
followed by mail and by the outside sales 
men. ' 
Another dealer follows this plan, >“ 
makes the user a special allowance “ 
what she paid for rental against the pu 
chase of the cleaner, should she deci 
to buy later. In Spring and Fall !i< use 


20 inch newspaper space, as well 4 
“liners” and window displays to urs 
women to do this seasonal housec!*21!"§ 
with his product. 
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ng 


Buys this NEW .. . 


9 \ Portable W ater Softener 





— _ 
Substantial distributors will welcome this wide leader in its industry. It is the 
product as an addition to their line. latest small-sized relative of the well- 
Non-electrical, and perhaps lower in known Permutit line of Electric Auto- 
HINTS and HELPS price than products you now handle, yet matic Water Softeners which cost several 
it will tap an enormous new market for hundred dollars apiece. 
. you. People want soft water for bath- 7 

Always assume that the prospect will jog! for » oe for shampooing! for Sales are non-seasonal. Surveys show 

AS wy attachments with the cleaner. . laundering! for dishwashing! With soft that there are millions of prospects. Dis- 

WS Don't talk the “machine” to women, but water, any make of washing-machine or counts are generous. Enough so that this 

ers what ii will do; men are more interested dish washer will work better, will give — — rs See — = 
n mechanics, design, guarantee, etc... . greater customer satisfaction. From this at $25, $88 3103 pe = . — 
= ; . “J point of view alone, you should handle , ’ : P- 

1 When the woman says must see my . ang 
om ae , : ight af hé these new Model P-3 Permutit Water This is the first announcement of Model 
me susbar don’t wait, go right after him Sof : Fee 
, At a cost of $120 a dealer secured REE P-3. If you are interested as a distribu- 
aa f : : New in size and price . . . this product tor, write at once for details, outlining 
1,200 prospect names for major appliances is old in proven merit. It is made by a your present type of business, and the 
y featuring a prize contest on What firm of 20 years’ experience, the world- territory that you are now covering. 
Electrical Appliance Do You Think Is 
Best In The Home?” A dealer used 

om , tag, attached to each appliance de- The Permutit Company 

es 4 ered reading “THIS CLEANER 

atur- HAS NEVER BEEN USED... 330 West 42nd Street, New York, N. Y. 

“1 ecAD DIRECTIONS CAREFULLY.” 

Sales REA! DIREC TION S CAR EF LLY. The world’s largest manufacturer of water treating equipment. Specialists in the conditioning of 
In the competitive demonstration use water for the bome and for industry. Millions of people are today enjoying Permutit softened water. 
asbestos fibre, waste or wool. Clean half Millions more will want it tomorrow! 

, rug with any other tools, and half 
with your cleaner. Count number of FIRST ANNOUNCEMENT! —... DISTRIBUTORS WANTED FOR THE STATES OF: Arizona, Arkansas, California, 
R times the cleaner goes over the covering. Colorado, Florida, Idaho, Illinois, Indiana, Iowa, Kansas, Michigan, Minnesota, Missouri, Montana, Nebraska, Nevada, New Jersey, 


New Mexico, New York, North Dakota, Ohio, Oklahoma, Pennsylvania, South Dakota, Texas, Utah, West Virginia, Wisconsin, Wyoming. 








LATCHKEY CAMPAIGN 


HIGH QUOTA DEALERS ARE FINDING 


sing 


oar Large cardboard latchkeys hung on 
irer's orknobs of San Diego residences by 
llow- gh school students announced the open- 
ators ng of a cleaner sales campaign by a 
eletc itility. They warned the housewife that 
-iodi- a salesman would call within a few days IN SELLING 


and und urged that the “latchkey” be left 
| for his reception. This was followed 
y special advertising and window dis- 
lays in the store. Employees prizes 
ere offered for best outside sales work 
und $1.00 each was paid to store em- 
loyees for every prospect turned in to 
vyhom a cleaner was later sold. As a 
special inducement an air-gun spray at- 
tachment was given free with the com- 
plete cleaner. Down payment, $5.00... 
12 months to pay balance. A motor- 
riven floor polisher was used to tie-in 
he drive 


BALL BEARING HOUSEHOLD APPLIANCES 





ADE 
letter 


yners 


cars 


wr in BORROWING WINDOWS 





A Lowell, Mass., dealer arranged with 
riendly fellow merchants on his street 
borrow their windows for a period. 
ve window demonstrations were con- 
ited in these “borrowed” windows. 
40 sales were realized ...and the 
alers who “loaned” windows increased 
er business. 


ial im MAKE STORE DEMO’S 
ustrat CONVENIENT 


If it \ large store set aside a place for 
ind all eaner demo’s. It fitted out a cozy 
he vest k, gave it a “home-like atmosphere” 

never th nice rugs, a fireplace, chairs, oil 

intings, books and flowers. Women 
rospects were made comfortable and the 
eaner demonstrated on the furnishings NO OILING 
it hile they rested. Before they left they NECESSARY 

SED THE CLEANER THEM- 
ys SELVES. A registration book procured Women loathe the messy 
; yh indreds of names and addresses. oil can. Tell them that ball 
) bearings banish it from their 
et homes — because they never 
need oil a ball bearing appliance. 
Tell them that ball bearings never 
“stick”, or “freeze up”—that they’re 
always ready for work—that they run smoothly 
and sweetly —that they’re clean and trouble- proof. 
Tell them ball bearing appliances do better work, 
and last longer. Watch “sales resistance” break down, 













LESS COSTLY 
SERVICING 


You know that most of the 
servicing expense you have 
to bear is due to a customer's 
failure to oil the bearings. Ball 
bearing appliances come to you— 
and go to your customer— packed 
with lubricant for months of ordinary 

service, without renewal. That at once elim- 
inates your biggest item in servicing. A ball bearing 
appliance “stays sold”—there are no *come-backs”, 
no complaints, no apologies or explanations. What 


INEXPENSIVE SALES HELP 


Many dealers put college and high 
ool boys and girls to work during 
cation periods, developing leads, mak- 
ng telephone “surveys,” canvassing, etc. 
tside and inside work, short, in- 
1 ar ensive training is advisable. It is well 


5 ar invest cuteide canvaseers with some and disappear. better builder of customer good-will could you ask? 
ales auth ity” such as special credentials ASK YOUR APPLIANCE MANUFACTURER TO USI 
the form of letters, or a badge, etc. 
lany firms now “bond” their outside 
alespeople. 
Hl oc 


i children may be used to secure 

offering them simple prizes, 

vie tickets, painted balloons, novelties 

like for names and addresses of 

Prospects. Get the children talking about 

ing ur proposition—and you've got the in- 
‘erest of the parents. 





pioasies ‘BALL BEARINGS 
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IKE the litt OY leclared that 
the neig rs must be eating horse 
meat because he saw a saddle under 

their beds, the executive who takes up hi 
pencil to write a help wanted advertise 
ent often suffers from a similar tempta 

t ut 

i ‘ iassif 

e g Ji 400 

en 1,000 rey ie OF 
u put ne answers 
bring e pudding 
weve! numbe good salesmen 
at are " n tell you 

at it ta " g skill t 
et real la n the 

d \¢ ¢ 

arce 
Mi n classified 
py ue to the fact that it need bear 
ignatu \ il riting a blind ad 
las much the i mptation to exag 
rerate as the chap wi ribbles on pine 
oar No doubt you have seen effusion 


like this one, which was a certain firm's 
larling back in 1928 


A MESSAGE TO MEN OF VISION 


A large successful corporation wishes 
to interview a salesman with executive 
ability, a man who won't be dominated, 
who has the courage of his convic- 
tions. Age 30 to 45, accustomed to 
earning $8,000 a year or better. The 
man we select will be thoroughly trained 
for our business and advanced as rap- 
idly as his ability permits. Address 
XYZ 


Could you guess what kind of a job 
was being advertised? Another delight- 
ful variation of this type is the vague 
ad—“Our business has nothing to do with 
stocks, bonds, real estate, insurance, club 
memberships or books. It’s a Lindbergh 
deal—nothing like it. Worth $2,500 to 
$10,000 to you in the next 90 days. In- 
vestigate these statements or take your 
own loss.” 


HeELpI* 


“It is no trick today to write 
classified advertising that will 
bring 200, 400 or 1,000 replies. 
The test of the pudding, how- 
ever, is the number of good 
salesmen attracted.” 


Looking for Salesmen or Suckers? 


The truth is, there sprung up a school 
of selling in the 1920’s whose idea was to 
hire an army of salesmen on a straight 
commission basis, hop them up in a class 
room, and turn them loose to pry orders 
from mothers-in-law, country cousins and 
weak sisters before dropping out. As the 
depression deepened these salesmen grew 
more desperate to make “gasoline and 
beans” money. Napoleon once said that 
a man who is hungry one day will lie, 
two days will steal, three days commit 
murder. Hungry salesmen are no excep- 
tion and their actions have besmirched 





EVERY HOME NEEDS ONE... 





FOR BATHROOM, NURSERY, 
BEDROOM... AND OTHER 
COLD SPOTS @ AND FOR 


OFFICES, STORES, CAMPS 


THEY SE 





FAN 


N 


L FAST 


FORCED 


ELECTRIC HEATERS 








@ it’s because they serve so many 
needs — because they are so effi- 
cient and attractive! And right now 
is the time they start moving in 
big-profit volume. 

People need quick heat in bath- 
rooms, bedrooms, offices and a score 
of other places—and the Arvin gives 
them exactly what they want. 
These remarkable heaters plug in 
atany 110 A.C. socket and send out 
an immediate flow of fresh circu- 
lating warmth. Not blistering, dan- 
gerous heat, but steady, safe, fast- 
traveling June breeze. 

Arvin consumer advertising is ap- 
pearing in leading national maga- 


zines now. Order your stock ir 





quickly and you'll make money 


trate San-Bercad Minstets now and all through the winter 
Heaters approved by Good and spring. Call your Arvin jobber 
Housekeeping Institute .. 


l nderwriters’ Laboratories 





or mail the coupon below. 





Noblitt-Sparks Industries, Inc., Columbus, Indiana 
Please send full information about Arvin Fan-Forced Electric Heaters — the com- 
plete advertising program —and the name of a nearby Arvin jobber. 


Name 


Address 
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No. 100 Standard. Operates on 110 to 125 
volts, alternating current, 50 to 60 cycles. 
Uses about 9144 amps. at 110 volts. Size: 
91,” x 5” at base. Height, 11”. Weight, net 
614, Ibs. Green morocco finish. 


No. 200 DELUXE o7 95 


No. 200 DeLuxe. Operates on 110 to 125 volts, 
alternating current, 50 to 60 cycles. Uses 11 
amps. at 110 volts. Size: 10” x 514” at base. 
Height, 13”. Weight, net 9 Ibs. Beautiful 
and permanent green morocco finish. 








many a company’s reputation and caus 
outside selling to decline. 

On the other hand, the employer cannot 
pay salaries to a crew when orders ai 
scarce and far between. Small wonder 
during 1933 and 1934 executives hav 
racked their brains to discover just how 
they could find producing salesmen that 
they could afford to pay. 


What Attracts Producers 


Every firm has a few men whose cor 
tacts, personality and industry enable 
them to bring in business in good times 
or bad. The help wanted advertiser o/ 
today hopes to attract just such men— 
knows that they will be valuable righ 
off. In the opinion of classified men, if 
copy is to induce these good men to r 
spond, it must observe the following 
points : 

1. Specify the nature of the business 
small appliances, washers, refrigerators 
oil burners, cleaners. The contacts of 
cleaner man would be worthless in a re 
frigerator field. 

2. Is compensation straight commissio! 
or drawing account? Failure of firms t 
come clean with their men on commis- 
sions causes more changes than anything 
else. A man wants to know what's what 
here. 

3. Will the salesman be asked to make 
an investment in the firm or a deposit on 
merchandise? Your house may have 1 
ruling along this line, but others do, and 
evasiveness here is likely to cause th 
good man to pass your ad up. 

4. Is the job house-to-house canvass 
ing? Best to be specific. Talk about 
“leads furnished” finds salesmen skeptica 

5. Protection and permanence. 
tion is interesting to a straight commis 
sion man. Many a sale comes in !ong 
after he has made his presentation, an 
he naturally wants the fruit of his rts 
Your job may be permanent, but many are 
not, so it is well to mention this «ta! 

6. Describe your product’s advan ‘ages 
Good salesmen like to measure the 
possibilities of sales points. 

7. Mention the peak of your ng 
season. If it’s ahead, that’s an i: ‘uct 
ment. 

8. Signature. The smart thing 
today is to sign the firm’s name ! 
blind ad has been overdone, and fri: \te" 
away many a man who fears to ‘ike 4 
chance of answering his firm’s adv°rt!s 
ing. Mention that “this advertiser nt 'S 
known to all our employees” is rer dee 
as just so much banana oil. 


Protec- 
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IWANTED... 


in the writing of classified 
advertising that attracts 










































































































































9. Day to advertise. Sunday editions 
go farthest and reach the most people. 
Monday is considered next best day, and 
employment agencies use space at this 
time very largely. 


Proof of the Pudding 


Note how these points are observed in 
advertising used by a number of large 


firms: 


UNUSUAL OPPORTUNITY 


for experienced salesmen to sell com- 
mercial and domesticrefrigeration. Leads 
furnished. Commission basis. See Mr. 
Jones, 000 Ohio St., 9 to 11 a.m. daily. 
BLANK UTILITY. 


Oil burner salesmen — Unusual money 
making opportunity with the world’s 
largest music house, selling all types of 
refrigeration to beer parlors, restau- 
rants, meat markets and grocers. Pro- 
tected territory, commission basis. Jones 
Music Store, Chicago 


ADVERTISING AGENCY 
WILL SELECT 


6 high grade salesmen to represent client 
in Chicago, selling homes and apartment 
automatic coal burner. 1,500 now in- 
stalled in city. Burner pays for itself 
from savings. Drawing account cover- 
ng expenses and commissions. Phone 
Blank 0000 or address NJ391 for ap- 
intment 


REFRIGERATION SALESMEN 


We need 6 men who are interested in 
permanently locating themselves with an 
established concern in an industry which 
has increased its sales volume in ad- 
verse conditions. We manufacture a com- 
plete line of refrigerating and air-condi- 
ling equipment. Experience desirable, 
not necessary as we are prepared 
give field training. Leads furnished, 
) supervision. Apply at local factory, 
Oct. 10, between 10 and 4. Ask for Mr. 
ith, Blank Refrigerator company. 


a 


s 


portunity for a few experienced sales- 
n capable of handling a protected 
ritory in Chicago and suburbs. A 





line of Westinghouse appli- 
laundry equipment and refrig- 

Full co-operation, and instruc- 
Setup for salesmen is fairest in 
Interviews 10 a.m. to 4 p.m 
Monday and Thursday. The Blank Com 
pany, Blank Street. 


The effective classified advertisement 
for help today works down to a con- 
servatively worded bit of copy that sets 
forth every detail the salesman wants to 
It gives a good man a chance to 
judge for himself, to be induced to toss 
his hat into the ring. 


worth-while salesmen 


How to Answer Classified Ads 


Before closing, it might be well to give 
an idea of what the most successful re- 
plies look like. With 400, 800 and 1,000 
letters coming in, reading them is quite a 


to that I won a prize in 
selling contest. 

My sales training and experience 
ers washers, refrigerators, smal! app! 
ances and radios. I have sold in Detroit 
Racine and Chicago, and have many con- 
tacts in these places 

Age 42, nationality German-Irish, mar 
ried, have family, own car. Attended 
Note Dame two years. Enclosed is a 
photograph of me. 


a retrigerator 


Yours truly, 


JOHN J. DO! 


problem. The survivor who gets an inter- 


quick to read: 


Gentlemen : 


view usually will be found to have writ- 
ten a brief letter, something easy and 


In 1933 I sold $6,400 worth of wash- 
ers for the Hart & Power Co. 


Previous 


j 


Sooner or later the firm and the sales- 
man uses the help wanted column, There's 
nothing like it in the whole wide world, 
and it’s a quick road to results. Like all 
roads, it calls for certain courtesies. Try 


them next time, and see that they pay 
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AT THE TERMINAL 





United States 


Easy to Strip 
A cotton tape separates the rub- 
ber insulation into equal parts 
so that by pulling on the con- 
ductors you “Zip” the cord 
exactly down the middle. 


Rubber 





. S U. S. PAT. OFF é 


Here is an ideal new cord for lamps, 
radios and household appliances... a 
safer cord... a longer wearing cord... 
a cord that is easier to apply... a cord 
that makes a neater, more permanent, 
more trouble-free connection at the 
terminal. It is the new U. S. Zipcord! 

Wear and tear and hard usage do not 
cause this extra-flexible, extra-durable 
cord to fray or crack. A thick wall of 
special rubber compound protects each 
conductor right up to the terminal 
posts to make a clean-cut thoroughly 
safe connection. 


U. S. Zipcord is fully approved by 
Underwriters Laboratories, Inc., and 
is certified by the Electrical Testing 
Laboratories to comply with the attach- 
ment cord specification of I. E. S. 

U. S. Zipcord is available in a choice 
of colors. Samples sent on request. 





Company 


'790 BROADWAY, NEW YORK CITY 





From history-making 1921 


Commonweatth Edison’s Feadio Experience 


this 


utility has been in the radio business 


I! all start vhen a young engineer 

got on the elevator with George B 

| er over at ( umonwealth Edison 

Company ot ig 

I made a funny discovery last night 

M Foster I’ve been 

laying with a little radio set, and | 
asually | t o P reen r 

nstead I i disc¢ re a 

ild get s fectly 

ude responded Mr 

I he tapped a ¢ igarette 

didn’t need an 

et radio, every apart- 


ment dweller in Chicago became a pros 


pect for a set. You might even hook it on 

the bedspring. It promised a new 
ungle of the electrical business for Com- 
monwealth Edison—selling parts and 
equipment to all Chicago. So Mr. Foster 


thought. 
4 Start from a Pipe Dream 


The more Mr. Foster cogitated, the 
more he realized that there would have 
to be broadcasting before there could be 
sets sold. Not spasmodic, 1-2-3-4-5-6-7-8-9 
signals such as KDKA sent out, but some- 

ng on the air worth listening to. At 












YESTERDAY 


Two cedar poles, a telephone 

. and you heard America’s 
first program broadcasting. 
George B. Foster talking in 


this point, let there be inserted a little 
bouquet to Samuel Insull. His merchan- 
dise board authorized money for this, 
advanced it on what looked like a wild 
pipe dream. Only the press agent, Spear- 
man Lewis, understood the possibilities 
when Mr. Foster sprung his pet idea— 
broadcasting the Chicago opera. 

On a snowy afternoon, November 11, 
1921, Mary Garden, Edith Mason, 





Here are three features which admirably illus- 
trate the value that is built into Delco motors: 
Delco’s No End-Play Feature—which removes 
the objectionable noise occasioned by end- 
play in the rotor shaft; Delco’s Sealed Lubri- 
cation—which provides automatic lubrication 
from the moment the motor leaves the factory; 
Delco’s Vulcanized Rubber Mounting—which 





adds a final touch of certainty to the quietness 
of Delco motor operation. These three features 
are as highly desired by manufacturers as 
they are definitely valuable to the ultimate 
consumer. They—together with Delco’s repu- 
tation for quality and dependability—help 
to explain the preference for Delco motors 
among dealers and manufacturers alike. 

















Polacco and seventy five musicians as- 


sembled. Mary Garden talked, Edith 
Mason sang an aria from Madame But- 
terfly. Foster looked at the falling snow 


glumly. The newspapers had been pr 
vided with radios in advance to catch 
this broadcasting start, but failed to ap- 
preciate it. Only when the publica 
were targets for an avalanche of mail 
from fans, directed by Foster, did they 
wake up to what was happening. The 
first radio programs in America were 
coming off two cedar poles atop the Edi- 
son Building from station KYW. 

At the start the radio department of the 
Commonwealth Edison Company was 
pretty much scrambled. Parts were sold 
for set building and they often became 
obsolete while still in stock. 


Unscrambling a Department 


To Frank Fuller Jr., supervisor in the 
Electric Shop goes much of the credit for 
unscrambling the situation. Without 
knowing anything about radio he had 
been placed in charge of the infant ce 
partment. In fact his job with the com 
pany came through accident. Just out of 
school, fonder of golf than of work, his 
father nightly asked him about his bus 
ness plans. Lacking an answer one night 
he remembered a Commonwealth Edisor 
classified advertisement, and said, “I’n 
going to get a job down there.” “Why 
didn’t you tell me?” replied his father 
know some people over there and can put 
in a word for you.” So it came about 
that eventually young Fuller was sent 
into the radio department. 

A lucky accident took place at the start 
Fuller found a badly overloaded inver 
tory, and was instructed to unload 


was just at the peak of the set building 


















a 


Baby Buntinfoes 


RADIO equipped baby cab 
gives the pushing papa the bas: 
game or sings soothing lullabys to 
shrieking infant has made its appear 
in Chicago parks. Air cell batte 
tucked away in the carriage compartn 
supply the power. A Simplex radi 
mounted on the foot rest, with the spe: 
shooting directly downward. 
Broadcasters may soon reach the h« 
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ELECTR 















TODAY 


Two factors, testing of mer- 
chandise and never sleeping 
service is responsible for 




































































department stepped out of the 
gracefully, and 





learned lesson 





























Don't get caught with a big in 
Testing Before Selling 
tep was to test merchandise be 
ng it Long ago we learned 
liances had to give satisfaction 
put them through the laboratory 
a ( e bought to see that they did,” 
Fuller This procedure was 
ipplied to radio, with the result 


" t only first class merchandise went off 
| } 


—merchandise which was 
mub'e Iree 


Edison had 


service for 


Commonwealth 
learned to provide 
vrating by anvth ng as mysteri 
We gave radio the same 


ration, employed from 8 to 33 serv 


lectricity 


at various times, and our cus 
enjoyed continuous 


they appreciate d 


reception, 
Our service men 
sell, get no commissions, and the 
t most of them have been with the 


from 10 to 12 years speaks for 
that they are satisfied and de 
the goods “) 

ethod of handling the service men 1s 


each of them territories, from 

ey telephone four times daily 
hers take calls for them and check 
r's cards, learning date of same 
erial numbers Three months’ 
ntee on tubes and a year on sets is 
records 
insure satisfaction. 


The “How to” with Outside Selling 


1931 all radios were sold off the 
f the Electric Shop and in the nine 
Phen came the 


Careful supervision and 
vn losses, 





organization of 





tinfboes Diat Munting 


th programs on the care and feed- 
children while they are being 
about the city’s parks 
e biggest boon is to the hen-pecked 
who may at last appear non 
about taking the baby out for its 
If the baby starts crying when 
allee or Bing Crosby croon, then 
i little hi-de-ho from Cab Calloway 
e the proper soothing affect 
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an outside selling 


work on a commission basis. Despite th 
decline of outside selling in Chicago, thes« 
men have forged ahead, accounting for 
50% of sales today. Strategic advantage 
which made this possible are as follows 


1. Good will of 150,000 old customers, 


asa potential source of leads, reached by 
telephone and canvassing 
2. The fact that all prospecis are ol 


Te 1 
course already customers of the Common 


crew, 39 men who 


Commonwealth Edison’s radio 
success, 





sion on leads turned in by services 

However if another mat n | 

the floor picks up a lead in Sales 

No. l’s territory, that man is free 

in and sell it, collecting full commi 
turn it over to the territory man 

close, getting half Average sale 


about $40, and a little velvet is picked up 


from the sale of plugs, and small appli 
ances. Radios sold are Philco 
Grunow and General Electric 
vealth Edison Company Though not pretending to be 
3. The high reputation of radios sold in prophet, Frank Fuller Jr. is willing 
the past, plus the guarantee on tubes and take a peak into the future. “The 
sets three years is going to be a 


4. The excellence of the 
partment. 


5. Facilities for 
ments on the electric bill 


Each salesman is protected in his tet 
ritory, cards turned in being 
lusive for 90 days. He gets full commis 


service de 


putting radio install 


market,” he says 
old enthusiasm of fishing for 
coming back with all wave sets 
high fidelity of receivers 


held ex 


timistic.” 








Model 30 DeLuxe Console 


FEATURED 


of lomorrow 


HOUSE 
NEEDS 


WESTINGHOUSE 










Model 22 
Mighty Midget 


WESTINGHOUSE RADIOS GIVEN 
NEW SELLING FORCE 
@ Featured in 200 magazines and 1,800 
newspapers, the new Westinghouse “Home of 
Tomorrow” is a powerful selling force behind 
all Westinghouse products. When you sell 
Westinghouse radios, you are selling authentic 
reproductions of sets featured in the famous 


“Home of Tomorrow.” 


COMPLETE, HIGH QUALITY LINE 
YET POPULARLY PRICED 
Add to this new and unique selling force, the 
remarkable value of the sets themselves. Then 
remember that Westinghouse is the Pioneer in 
Radio... and you'll see why dealers every day 
are selling Westinghouse... even though they 
are also displaying other makes. These dealers 
recognize the value of the line... and the sales 


value of this unusual promotional effort. 


SELL WESTINGHOUSE RADIOS 
IN YOUR COMMUNITY 
Be the first in your community to take advantage 
of this triple-power combination. See your 
Westinghouse distributor or address West- 
inghouse, 150 Varick 
Street, New York City. 


Model 27 
Mighty Mite 


Zenith 


trade-in 
“Believe it or not, the 
stations 

Also, the 
today makes the 
old models look pretty poor when you can 
get them side by side. The future is op 








and now comes... 






and Roaster 





Big enough to roast a 10-12 Ib. turkey—roasting pan 
15} inches long, 10} inches wide, inside. Three big 
separate cooking utensils. 


B , 
Vitreous enameled cooking 
well. Bright chromium 

Q) e j i ) cover. Four aluminum 
utensils. Smart design. 


It’s a full-sized, well-known type of roaster 
not only roasting 


Full equip- 


Drum type element, 
even browning, high 
and low heats. 


This roaster is no toy 
electrified. It does a complete job of cooking 
but baking (pies and cakes) and casserole cooking. 
ment. I 


ist price $12.95 east (of Denver) ; $13.95 west. 


The Everhot Casserole 


A rood 


dishes, meats, stews, etc. 


seller for the holidays. Cooks casserole 
Vitreous enam- 
eled cooking well. 


List 


Pyrex glass cover. $5.50 


(West $5.95) 





The Everhot Cooker 


Poy lar | ed model with enameled 


mert_ and $8.95 


Vest 89.50) 


vitreous 





Famous Everhot “Compakt” 


Toasts eight slices at one time, bakes, 


Has drawer 


$12.50 


(West $13.50) 


roasts, 
broils. Equipped with roaster. 
Vitreous enam- 


List 


tor many uses. 


eled, mottled green. 





THE SWARTZBAUGH MFG. CO., Toledo, Ohio 


LEADING JOBBERS, OUR DISTRIBUTORS 


Electric Cooker | 





Shake Hands 


With The 


Women’s Store 


Owner....... 


There Are Leads to 


Ribbon Counters 


The man who found a needle in his 
noodle and called the 
illustrates Glenn Rogers’ story. 

“What's the meaning of this, my 
good man?” he demanded. 

“Beg pardon, sir, but that’s a typo 
graphical error,” apologized the waiter. 

It sounded like a typographical 
error to Glenn Rogers, whose electric 
shop is in Moline, Illinois, when he 
first heard the suggestion that he make 
a tie-up with women’s stores. What 
could houses specializing in hosiery, 
silk teddies, and house dresses want 
with appliances on the floor? 

“T discovered that these stores were 
keenly aware of the public interest in 
electrical appliances,” he said. “I 
found they considered their presence 
in the stores a traffic builder. On the 
other hand, they shunned the thought 
of service and collections. We struck 
a proposition. For 3% on leads and 
10% on sales, they were willing to 
donate space for an exhibit, provided 
we kept a man present. Results have 
been happy, with more than half our 
leads coming from the New York De- 
partment Store, Moline, and McCabe's, 
Rock Island.” 

$y way of introduction to Glenn 
Rogers let us say he was born in 
Cherryvale, Kansas, first learned 
Moline from his connection with the 


soup, waiter, 








On the fringe of the 
retail district, the 
Rogers Shop doesn’t 
command much traffic. 
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Manpower «4 
financing are the 
twin troubles hat 
keep elect-i¢ 
dealers aw. ke 
nights, Glenn 
Rogers deci: 





es, 





Be Found Between 


Rogers Finds 


John Deere Implement Company, at 
until his purchase of his present 


stor 
five years ago was with the automotive 
firm of Eikstedt & Rogers. His elec- 
trical business has shown a profit every 
year except 1932. Possibly this ex- 
perience willadd weight to his opinions 
on what he considers the greatest prob 
lems of the electrical dealer. 

“Two things are bothering us,” he 
states. “One is man power. The other 
is financing. 

“T have been in business five years 
yet I cannot lay hands on four 
salesmen today. 


good 
The system of work 
ing men on a straight commission basis 
is over. There is too great a gap be 
tween first calls and sales, resulting ir 
a high turnover of men who cannot 
finance themselves. Men will not d 
this preliminary ground work unless 
supervised, and you can supervise onl 
when you have the salesman on some 
sort of pay basis. I think the dealer of 
the future is going to pay about $15 a 
week to good men, drawn against 
124% on sales. It is not necessary t 
allow a new man more than three 
weeks to tell whether he is panning out 
or not. If he digs in and gets pros 
pects, he will soon get sales. It 1s 
essential to route him. I favor allow- 
ing the salesman 54c a mile on his car. 


(Continued on next page) 





Rogers remed * 
this by floor 
plays at the \ 
York Store ' 
Moline, and ° 
Cabe’s in Re & 
Island which p 
duce half ‘ 


leads. 


1934 
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His 


mpanies is effective, he says. 


accoun 


taking 


ments 


anks, 


Sales 


en of the future must be low 
men. The days of fast living 
riding are over. Rogers pre- 
ly men with a few grey hairs. 
of the leads must come from 
vass, the sort of man who 
good impression on a house- 
vhat counts. 
rm has no particular system of 
‘elvinators, ABC and Maytag 
Eureka vacuum cleaners, 
n Beach Mixers, and other 
ypliances. The store location 
e fringe of the business dis- 
d though it has some traffic, 
the business is done outside. 


Financing is Tough 


cing sales is a constant struggle 
independent dealer, Mr. Rogers 

He declares that utilities do 
rge rent for their appliance de- 
ts, permitting low charges on 
and the dealer cannot do it 


7% basis of the department 


o 
Ss 


system in working with finance 
If an 
t gets slow, he makes a point of 
it up himself and nursing pay- 
along. On notes taken over by 
Rogers has a practice of accom- 


panying the customer to the bank, hav- 


ng hi 


nce 


m fill out the form in the pres- 
of the cashier, which impresses 


the customer with the seriousness of 
the transaction and also gives the bank 
, chance to extract what information 


t Wal 


1 

ort! 
, 
eal€ 





eact 


its. Rogers looks to the finance 
mpanies to develop some new plan 
y for the benefit of independent 
rs, which will take advantage of 
the cheap money available in the banks 


Rogers on Manufacturers 


“The successful manufacturer of the 
uture will stick to his dealers,” 
4 Rogers thinks. 


Mr. 


“This shifting around 


1 year in the hope of getting more 


lume is destructive to good will on 
—_ the part of customers. People get into 
ae the habit of going to one place for cer- 
al tain machines and repairs. Trade is 
‘er ult up like a snowball for the dealer. 
p be Shifting destroys this. It is doubly to 
ng the interest of the manufacturer to see 
aA that dealers make money from his 
ot d nes from the selfish angle of main- 
tie taming channels of distribution. For 
par example, the number of electrical out- 
ro ets in Moline is steadily narrowing, 
‘oa today there being two where once there 





arry 


were seven. 


The central station can’t 
all lines. It is up to the manu- 


lacturer to keep dealers going, if he 


t want to eliminate himself from 
small towns entirely.” 


Maintaining Contact by Telephone 


May Furniture Co. Dayton, Don’t 
Allow Hot Prospects to Cool 


rFXELEPHONE contacts with pros- 

pects who have shown an interest in 
electrical appliances often keep a dormant 
sale living, the furniture store of May 
& Co., Dayton, Ohio, has found. 

The company uses the telephone ex- 
tensively to contact prospects picked up 
from its floor traffic, and often a sale 
which might have died aborning is pushed 
through because the customer’s interest 
was not allowed to wane. 

Not many of those who come into a 
furniture store are convinced at a 
moment’s notice to buy a refrigerator or 
washing machine. There are _ few 
“wrap-up” sales. People want to shop 
around. May & Co. understand that and 
have made provisions to give the cus- 
tomer all the information and aid they 
can. 

“We don’t beat our customers over the 
head in order to make sales,” W. L. 
Franc, assistant manager, said. “If they 
want to shop around we will show them 
what lines we handle. Our brands cover 
both the nationally advertised lines and 
the competitive price field, so that we be- 
lieve we are able to satisfy both pocket- 
books and tastes. We find few cus- 
tomers who consider only the price angle 
when buying refrigerators. It is the na- 
tionally advertised lines which sell the 
best.” 

May & Co. handle _ refrigerators 
(Crosley, Kelvinator, Buckeye) and 
washers (Apex, Faultless). They do not 
employ house to house canvassers, do 
not undertake home demonstrations, nor 
sell on long time terms. All sales are 
made at the store. Mr. Franc said re- 
frigerators are not pushed extraordinarily 
hard because the company is not anxious 
to sell a refrigerator unless the customer 
has gilt-edge credit. 

“The average furniture dealer is in a 
peculiar situation in regard to refrigera- 
tion sales,” Mr. Franc said. “He does 
not wish to tie up a lot of money at this 
time in models which may be on the floor 
for a while. He wants, instead, to stock 
up on good furniture to meet a demand 
which has been growing over the past 
few years.” 

Besides ordinary floor salesmen May & 
Co. makes a practice of having men at 
the main entrance to greet all persons 
coming into the store. As they go out the 
customers are asked if they have been 
well treated, or if they found what they 
were looking for. So far as possible the 
men at the door—and it usually is one 
of the store executives—try to greet cus- 
tomers by name. The personal touch 
builds guod will and good fellowship. 

Telephone contacts enable the store to 


follow through on appliance prospects 
picked up from casual floor traffic. Mr. 
Franc said May & Co. believes in per- 
sistence similar to that used by automobile 
salesmen, a potential sale never being al- 
lowed to die out entirely. However, the 
time of salesmen in making personal calls 
is reserved to telephone cails so that they 
can devote the major part of their time to 
floor duty. 

A salesman may pick up a telephone in 
the morning and ask a prospect if she 
can visit the store soon to see a model 
she did not have time to see the day she 
was in the store. Or he may offer to 
take her to the distributor’s store to see 
some model she might like better than 
those the store had. 

May & Co. has found that it does not 
burn its bridges behind itself when it 
keeps a prospect interested, and _ that 
telephone contacts are efficient ways of 
maintaining that interest at a high pitch. 





One Way of Approach 


$e ARDON me, madam, I’m from the 

light company. We're taking a 
survey of this district. It seems electric 
light bills in this territory are too high and 
we want to find out why.” 

It was a neatly-dressed man and he was 
talking to a housewife. The man was a 
salesman for toasters and ironers (Sun- 
beam) and his parent company was the 
Consumers Power Company, Grand 
Rapids, Mich. 

When the housewife found that the man 
was making a survey the natural re- 
sistance which would have resulted to a 
house-to-house canvasser vanished. Her 
electric light bills were too high—they al- 
ways are. She was interested. 

“Can you tell me what your electric 
light bill was for last month?” the sales- 
man asked. “H’m that is pretty high. Do 
you have any electrical appliances? Have 
you got a toaster? An ironer? How old 
are they? Ten years—h’m that’s a pretty 
long time. 

“Our manager has an idea that electric 
light bills are too high because appliances 
are old. That’s why we are making the 
survey. He asked me to come out and 
show you some new hand ironers we have 
in stock. What make of iron did you say 
you had?” 

And by that time the salesman was in- 
side the door and had launched into his 
sales argument. The door was not shut 
in his face. 
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Ondee fae Xmas eee THESE NEW PROCTOR PRODUCTS 


WILL BE SOUGHT AND BOUGHT BY THOUGHTFUL GIVERS 
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“Give thoughtfully this 
Christmas!” 
Pr 
appear in big national 
magazines, telling how the 
Proctor Magic Stand Iron 
is such a marvelous new 
elp in ironing. So be 
ready for the thoughtful 
givers who will want to 
buy this iron in your store 
N 
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930. . . $8.95 Retail 
Ask Your Jobber 


PROCTOR 
MAGIC STAND 
IRON 


Seventh Street and Tabor Road + 
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The distinctive Tray of bird’s eye maple with inlaid black stripes 
and black rim... 3-compartment glass dish for relishes, spreads, 
etc... . toast trimming block and knife, make a superb setting 
for any one of three amazing new automatic Proctor Toasters... 
No. 1430 — Full-automatic Proctor Toaster, *14.50 . . 
Set, *19.75 © No. 1441—Turnover automatic Toaster (all chrome) 
*6.75...with Tray Set, *12.50 * No. 1440—Turnover automatic : 
Toaster (black and chrome) *5.95 


PROCTOR TOASTER BUFFET SET 


with Tray Set, *11.75 


Proctor Thermostatic 
Toaster No. 1430 (shown 
on tray). . toasts two slices, 
both sides. Fully automatic. 
Glow cone tells when toast- 
ing, and bell tinkles when 
toast is done. Chromium 
on black Bakelite base... 
$14.50 Retail. » Turn-over 
type Proctor automatics 
(below) in black and 
chrome, $5.95 ... or 
all-chrome plate, $6.75 


Ask Your Jobber 












. with Tray 


PROCTOR 
TURNOVER TYPE 
AUTOMATIC TOASTER 


PROCTOR & SCHWARTZ ELECTRIC CO. 


Philadelphia, Pennsylvania 











MORE 


(in customer satisfaction) 


from appliances 


you sell 
OR 


LESS 


(in complaints and service ) 


from appliances 
you sell 


is largely or almost entirely 
due to the quality of the heat- 
ing element material. 





from furnace to spool every 
inch of “Nichrome” V heat- 
ing element 


material is 


under laboratory control. 


L, IS continuous testing at 
furnace . . . at hot rolling mill 
. . » at drawing machines .. . 
that keeps out the imperfec- 
tions which shorten appliance 
life. That is why Driver-Harris 
operates its own electric melt- 
ing furnaces and why each step 
from ingot to spool is under 
centralized laboratory control. 


The outstanding 
development in 
heating element 
material for 
quality ap- 
pliances is 
“NICHROME” V 











Driver-Harris 
Company 
HARRISON, N. J. 


CHICAGO ENGLAND 
DETROIT FRANCE 
CLEVELAND ITALY 
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bigeg promotion went to Thor washet 
ge r combination selling for 
SOU YS erms 15 cents a day 
othe big op was the offer ot 5,000 
ill appliances at 99 cents (formerly 
$1.29 to $1.94 Included were irons 
t andwich toasters whippers 
He ro brator hotplates and pet 
Cnt 1! space went to a Uni 
il electr I Xe! it $10.29 
Ne k Edison System kept up 
r “Wha ent will do” campaign 
| took a ¢ it the lighting campaign 
th b lisplay on fixtures Lighting 
tures Can Date a Home as a Bustle 
LD) the copy said 
\ ngs us to the urn 
Col lost ot them tied in to the 
(;overnment’s Federal Housing Act, saw 
t the path to many a burner sak 
Sample copy Borrow from your bank 
muy it Sears” said the chain store 
uring Hercules oil burners at $345 
Nothing down, three years to pay " said 
| en Silent Automatic Will you get 
uit mbustion with the oil burnet 
1 buy jueried Petro-Nokol Quiet 
\Mlay featured their oil furnace 
Wanamaker’s took space on irons at 
£1.45 and Hoover specials” at $19.95 
Westinghouse offered $10 trade-in 
Id cleaners Rex Cole featured 
GE flat top retrigerators at $129.50 





whatwas 


dvertised in 






















































THE SECRETARY 
AB 3F-58 


A mahogany desk clock 
inlaid wood border. 


$7.50 


with 





THE STANWOOD 
AB 4F-54 $7.50 
Zebrawood, lacewood, ebony or 
harewood frame. 








1 
4 
7 
THE FLEET 
AB 3F-60 $3.95 
Ivory, green or black frame clock 
A leader. 





THE INWALL 
AB I1F-608 8-in. dial $8.75 





AB IF-612 
Flush model 


12-in. dial 99 


Chrome plated case 








8 new arrivals to 
a hot clock line! 


NIGHT new clocks—the newest in 
_4 sty le—the newest in color—the new 
st in design — every one selling for less 


fT 


than ten dollar 


We gave you a sweet line last season. 
Now we have strengthened even that 
strong line with these eight new arrivals 
—all with the famous self starting, self 
oiling movement that characterizes Gen- 


eral i lectric Clocks. 


They are all set to go to work for you 
-in your window—on your counter—on 
your G-E Clock Merchandiser (if you 
haven’t a Clock Merchandiser, your dis 


tributor will tell you how to get one free : 


Here’s your chance to make some easy 
money—an opportunity to get in the clock 
business for less than what you used to 
pay for two good clocks. 


his coupon brings you all the facts— 


mail it today. 


GENERAL @ ELECTRIC 
CLOCKS 4 


GENERAL ELECTRIC 
Merchandise D pt., Section T-3410 
Br dge port, Conn. 


| Gentlemen: 





Send me full information on the 
new G-E Clock line; also how I can get a 
Merchandiser free. 


Cit State 












*HEY GUS WHERE 4 
ARE THOSE SCISSORS ? 























ee re oe —— — 
Luiwig Baumann plugged Apex-Rotarex Hartford 
vashers at 44.50 
Modern Home Utilities said 
Brooklyn a Day Buys a GE Laundry” 
matic Heating Company took 
The oil burner parade went on here Century oil burners at $250 . 
vith Delco-Heat taking big space on ick J. Raft advertised Universa g 
their Conditionair — “Air-Conditioned ators at $149.50 (6 ft.) 
Heat!” Gilbert & Barker offered the Mason told the Delco-Heat st 
Gilbarco burner, furnace or conditioned 
air furnace on a special purchase plan as 
low as $9.86 per month Petro-Nokol Albany 
took big space here, too aM 
Sears were active: Kenmore cleaners at John G. Myers department ! gel 
$19.95, Coldspot refrigerators at $109.50 the show here with a smash | T more 
(5-ft.) and Kenmore washers at $39.95 spread in the papers on “Hor \ ercold 
Loeser’s plugged waffle-irons at $2.98 ernization Exposition.” Here a: um & 
but most of their space went to Quiet pliances featured: GE refrigerators $7 
Mav oil burners at $199 and F-5’s (flat top) t S15 : K 
(5-ft.); ABC washers, model 6¢ asners 
$109.50 and the new ABC iron I Jueen W 
Z-A, at $89.50; Leonard elect: ns 
model refrigerators at $79.5 7. 
Leonard LD-2's at $209.50; Th $ esting 
with ironer attachment == and ‘ 
wringer for $69.50 and Thor flo 
ironers at $59.50; a who.e lin , 
appliance S percs at $4.95, wafilers 
$8.98, irons at $2.98, casseroles at M4 Kel 
toasters at $2.98, heat pads at $2.98 toma 
Norge plugzed economy \lhar rs 
Hardware & Iron featured L & H rang ¢ v 
Bee-Vac cleaners at $22 75 ue . 
Ingraham offered 30 days’ free tria aint Ze 
Westinghouse _ refrigerators } : Ha 
Steinhardt anneunced their appointme whess 
as Frigidaire dealers Montgom 
\vard had a washer special at $3 
Standard Furniture plugged a: 
tomatic washer outfit at $39.95. (The tu ’ 
niture stores are great on ense! avuish 
selling !) -s 
: § fur 
THE VOGUE nize ' 
AB 3F-S% . . $5.95 Baltimore = Se 
Copper and black occasional iin t 
clock. No wonder oil burner dealers ery 
in arms here: the Gas & Electric | e- ra ' 
pany are going to full pages in the pap ae , 
to tell the story of gas house heating RH 
‘Try It Before You Buy It!” But Del coheag 
limken, General Electric, Quiet Ma oe 
Petro-Nokol and Sherwood took up t San | 
challenge and ran big space on automat 70 (j 
oi! heat. Hoschild, Kohn the departm oe! bt 
store, announced a new “H-K’ ron W 
burner, custom made for them with G ss 
motor and controls to sell for $259.5) seneral 
ae ugged 
$25 down and three years to pay- oak on 
sumably to meet price competition ad Us 
THE CHEF The Gas & Electric Company also a ‘IO \ 
AB 2F-04 . ° ° ° $4.95 tised a “Consolidated washer spinnet , 
Ivory, green or black, shelf or a “Consolidated” ironer at $39.50 
wall kitchen clock. The May Company advertised an Ape 
washer-spinner at $69.50, Westinghou 
- refrigerators at $139.50 and Norge Comn 
frigerators at $250. They also took grown” 
Frigidaire and splurged the news act ence 
half pages with the 6-ft. box offered 1 ade 
$169.50 Hecht Bros. advertis Kes 
Crosley Cold Chests at $72.50 and oftert prung 
a clear-out of display models of Norg Vik: 
Westinghouse, Leonard, Frigidair t hot 
Crosley Another offer wis on “She $249 
washers, regularly $49.95, selling ! n refri 
$29.95 Hecht’s Reliable offer: 69.50 
ga washers at $49.50 entif 
THE MORNING STAR wha 
AB 7F-52 Black . 95 e 
Ivory, blue or + oat . “a Philadelphia Varn 
A bedroom alarm. If it wasn’t for the Philadelp! = 
tric, the Electrical Association othe 
or two manutacturerfrs, appliance t mn 
ing in this town would just ab eate: 
pear. As it is, there is less run |! lese 
in almost any comparable city ot aste 
| we can think of. 
The power company offered 
electric water heaters without bu 
customer to pay 75 cents a mont 
| first six months and $1 a mont! t Da 
rest of the year. They have a amp! 
f off-peak water heating rate. | té relow 
tarker oil burners and the Stan “rig 
THE COMMERCE Company of Pennsylvania hav: h Jes 
AB IF-412 .... 999 up to form the “Esso Marketer: msp 
12-in. dial commercial model, advertise a $285 Gilbarco burt wry 
black or statuary bronze finishes. fuel oil service and burner se! washe 
ELECTRICAL MERCHANDISING OCTCEE®, 19% ELECTR 
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away on a $195 coal stoker . The 
Kansas City Power & Light Co. used the 
horse and buggy to drive home the idea 
of Hotpoint range speed . Rent a 
Hotpoint water heater at $1 a month 
they urged ... Peck’s advertised that 
they gave no free deal, no soap, no tubs, 
nc gadgets with the Automatic 
at $39.95 Davidson's offered 

Norge washer at $52.50, model 50 . 


washer 
the 








at $34.95. 
a flat 


gallon hot water heater 


The Electric Company offered 


monthly rate of $2.25 with a 50 


Minneapolis 
free for all in ot 


Don 
sold 


saw a 
burner and coal stoker advertising 
aldson’s, the department 
Delco heat, and Camel, Johnston and Sig 


September 


store, 





















































=o —_— Mace-Ryer won the blue ribbon of the wald competed with the Sears Hercules 
, =n . month by the way it met laundry compe ot tanner Chien,’ Wei tank Gen tone 
Vews from the merchandising fronts tition in its Apex washer advertising isa tue eit Wieh- tal Saatale fad 
e . . . . Voss deal at $59.95 The New Eng 
in major distributing areas ... What Gunna land Department Store sold an electri 
° sa ° range at $89, on $5 monthly terms 
appliances were specialed Williams, the washer man, thought 
that the horse power of a washer mo ’ 
P ; tor was again t good selling point St. Louis 
of Bethlehem (Doe) oi! Speed Queen at $39.50 were principal Nelresita Powe? Co. featured a Thor ; 
g vere another space-taker hers prices advertised . home sewing is laundry outfit for $69.50 , All porcelain was a talking point for 
surely peste tg back into eavor of Union Outfitting is advocating trad wer it moe ae ¥> — 
Buffalo Voustars puaed the Rotary Sewing ma ine old furaiture im as down payments PD ogc sean: Suet pee ner 
chine at $69.50 Paramount Radio offered $25 allow : S 
: space and incidentally giving prominence 
\dam: waffle irons at $2.98, ince on ice boxes with the Leonard to the Blue Bird washer, so well known a 
toasters at $1.98, Universal re Kansas City decade ago. Famous-Barr, Stix, Baer & 
7 rs at $139.50, Hoover special Milwaukee Fuller and Union Electric Light & 
1 it $37.50, adjustable automatic “Food taints the year around,” said Power Co. united to advertise Eureka re 
a ercolators at $4.95 \dam, Mel- the Jenkins ad man, “and it does not take Delco Oil Burners fired their first built cleaners at $19.85. Vandervoorts ad- 
, & Anderson: Fridigaire at $172.50, 100 degree weather to spoil food.” This autumn gun American Furniture vertising ABC oil burner—a department 
GC t mixers at $12.95 Schwegle: was the way the Jenkins Music Co. pub Store stressed the trade-in value of old store, mind you 
ey Kelvinator at 10 cents a day, Easy licised Ice-o-matic boxes. Sears pounded washers featured the new Woodrow (Please turn to next page) 
, sshers at $49.50 Victor’s: Speed 
zen washers at $39.95, plus outfit 
& Kelly Co.: Eureka cleaners at 
9.50, 10 days’ free trial May’s 
ghouse refrigerators at $139.50 
$7 cu.ft.) Neal Clark, Neal 
vashers at $29.95 Kay's 
chromium plate, automatic 
it $8.20, electric mixers at $9.20 ———— 
. Kelvinator Sales Corp.: Kelvinator —— 
Q atic Heat Larkin’s \pex _—- 
at $1 down Sears, Roe 
Coldspot refrigerators at $117 — 
Musi washers at $19 up 
er: Crosley Shelvadors at $72.50 
Hamlin Air Conditioning Company 
a furnace — 
“Sy —— 
: Boston ("ae 
' an Marsh space went to dis _ —— 
guished ads on Quiet May oil burners — 
furnaces “Go Ahead—and Mod st — 
ze Your Home Says Uncle Sam!” Save is a most amusing duck design in yellow, Savararr. Intended for kitchen table or shelf | —==S=—_ 
s the catch-line and the copy was ail black or blue. Children will love it and be on but handy almost anywhere. Metal case and — 
1 bes to tthe neiiiesiientiom oat bansios time for oF en Mee reg QUACKER, foot rest. Choice of colors—black, $3 95 
tt a . Ae Sa mnie wen a tna $5 25 ivory or green. Retail i. ats . 
le of $70,000 worth aa at ei ta _— . ’ *- . Sevartarm. Same model, with alarm . . . $5.95 
le elling for $19,800 \pex washers were ee 
a entioned at $49.50. SS. 
Del R. H. White: electric grills for $1.59, a 
ue xers for $12.95 Filene’s: Ham- 
bse nd electric alarm clocks at $1.95 
Bes. sears, Roebuck: Hercules oil burner at 
ae $289 (in New York the price for the 
K me burner was $345!) W. A. Snow 
ov n Works featured Toridheet burners, 
29 © eneral Heat & Appliance Company 
ugged Delco-Heat with no down pay 
ent and three vears to pay, New Eng 
‘ 1 Utilities, Inc., advertised Williams 
Q-Matic oil heating 
’ > i da i 7) desk - ‘onso 7) ite ( b 00 7a) to 
Chicago tye Og opt poy Bp eg yen hp gy fee 
ties : ; Metal dial with satin-gold center. Its pyramid egg. Chrome-plated case with molded bezel 
. Commonwealth Edison gave home design will pyramid profits. The in choice of green, ivory, 
t wn” refrigerators places of promi- retail price tag is only . = $9.95 white, black or red. Retail $4.95 
nee, in promotion, featuring Chicago 
ade Stewart-Warner and Grunow 
xes Coyle at General Furniture 
te tung a 10c. a day, no down payment 
Norg n Viking washers at $29.95 Sears 7 L 93 
t hot on the Hercules Oil Burner at OR FAL J 1 4, TELECHRON 
$249 . The Boston Store ran a sale 
g reirigerators, quoting prices of $39.95, 
69.50, $89.50 and $109.50. No brand a L AY - T @) A c U L L H oO U - ia 
entification was made with these prices 
t below the trademarks of King Kold, , . ; . - 
ard, Copeland, Kelvinator, Stewart BorrowineG a phrase from the show business, Telechron models, all new — each suited to a different room in the 
Narner, Truscon and Mohawk were dis will “Play to a Full House” this fall. Your clock depart- home. Your cost for this is but $23.76. Your profit 
ave Sears gave space to a combina- ment can “Play toa Full House” too! Telechron announces $15.84 (retail value $39.60). “The Harvester Assort 
n vacuum cleaner deal—baby and many new clock models, conceived by the country’s fore- ment,’ consisting of four Smugs and two Quackers illus 
th for $33.95. Coming back to most designers of clocks that sell. A few are shown above. trated above, opens a new field of profits because it appeals 
“ne awealth Edison, I \. Edkins ail The line for fall consists of models appropriate for Every to an entirely new clock market . .. your cost $20.40. 
copy on five small appliances— : , , . & . 
aco renaier, sniner, Silex coffee maker, Room in the house. They will appeal to more people than Your profit $13.60 (retail value $34). Each assort- 
thaster and waffle iron ever before, and your opportunity has never been greater. ment is packed with free displays and other selling helps. 
But that is not all! Pages and half-pages in The We can't begin to tell you the whole story here. Have 
Saturday Evening Post plus a new dealer-help promo- vour local Telechron distributor give it to you at once or, 
Des Moines tion plan will help swell your Telechron sales during the if you prefer, write to us. 
Da ison’s ran advertising closing out coming buying season. You'll agree it is the best we've WARREN TELECHRON COMPANY Ww 
~ refrigerators at $34.50 to $127 ever offered. Free displays, free literature all the im 110 Main Street ital: Seen icin 
“ow usual prices, mentioning G. E., portant elements that go to make up a well-rounded plan ba 
ta ire, Bohn, Stewart-Warner . of sales promotion are yours free for the asking! 
na an apps Mage: ae Rot And still that is not all! Two entirely new assortments SELF-STARTING 
lumns in September Faultless have been made up to make sales move faster; one, “The 
Washers at $59.50, Voss at $49.95 and Full House Assortment,” consists of six entirely different (Reg. U.S. Pat. Of. by Warren Telechron co.) ELECTRIC CLOCKS 
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Chattanooga 


Fowler Bros. take small but consistent 
pace on Maytag washers . Sterchi 
Bros. feature Apex washers at $59.50 


plus iron, ironing board and two rinse 
tubs. Apex cleaners at $29.50 are another 
offer ... Miller Bros. break the news 
on Kelvinator’s 10 cents a day selling 
plan 
= 
Knoxville 
Cheap power coming, let’s use it! 
Woodruff’s Hardware advised their cus 
tomers and listed their line of appliances 
Frigidaire, Hotpoint ranges and water 
heaters, Philco radio, Speed Queen 
washers, Eureka cleaners and Universal 
small ippliance Ss 


Butte—Salt Lake 


Late August and early September 
showed themselves thin months from the 
electrical standpoint in Butte. The 
Montana Power Company mentioned 75- 
watt lamps as a household necessity, of 
fering six of them for $1.08. O¢cchsli 
Furniture refrigerators, and 
the Montana Hardware Company port 
able lamps, $6.95 value for $4.95. The 
Dreibelbis Music 


advertised 


Company offered a 


stock of Meadows washing machines ac- 
quired from a “close-out” at a saving of 
$20 from the regular price. 

Salt Lake, on the other hand, adver- 
tised actively. Electric cooking was the 
major theme of the Utah Power and 
Light Company, varied by references to 
hot water, air conditioning, home light- 
ing and the new chest type refrigerator. 
The Z.M.C.I. announced the completion 
of an air conditioning job and offered the 
services of its engineering department. 
Slightly used washers, Kelvinators and 
electric ranges came to the fore. They 
advertised a $99 L&H range (usually 
$119) as a special September concession, 
hoping to double sales. The Granite 
Furniture Company showed particular in 
terest in washers, as did also the Stand- 
ard Furniture Company. The South- 
east Furniture Company sells, it says, 
carload after carload of Maytags, also 
advertising Monarch electric ranges, 
Primo ironers and Universal mixers (at 
a special price of $14.95). Auerbach of- 
fered a special on the same mixer for 
$10.95—it is not specified whether the 
accompanying accessories were the same. 
Waffle irons, irons and ironing machines 
also came within the scope of what they 
called their “Modernization Sale.” They 
have been running one of these Ford con- 
tests. Axelrad’s offered a one-week sale 


of Estate ranges at savings of from $25 
to $50, also washers and twin trays. 
Schramm-Johnson Drug offered a variety 
of small appliances in the 59c. to $1 class. 
The P. W. Madsen Furniture Company 
entered the advertising picture also. They 
sell Apex washers. 


Dencer 


In Denver the event of the month was 
undoubtedly the Autumn Progress Re- 
view staged by the Public Service Com- 
pany during the last week of August. 
Joslin’s advertised a sale of lamps and on 
Dollar day offered any large appliance 
delivered on $1 down payment. The Den- 
ver Dry Goods Company featured small 
appliances and also staged a sale of elec- 
tric fireplace fittings, such as an $80 set 
of electric birch logs for $39.50 and like 
bargains. The American Furniture 
Company sold Faultless 3-in-1 combina- 
tions for $59.50. 

H. E. Saviers & Son of Reno started 
the middle of August with the Westing- 
house Electrical Circus from _ the 
Century of Progress and went on to fin- 
ish up a campaign on electric ranges, 
announcing another carload of Monarch’s. 
They also took in old irons at a $1 allow- 
ance in payment toward new. The 
Shearer Electric featured G. E. ranges 





AUTOMATIC HEAT 


NOW PRICED 
FOR AMERICA’S 





Your Next 


Great Market 


ZWHITIN 


UNDERFEED STOKER 


You can now offer upstairs temperature control and automatic 
firing in a staunchly engineered stoker at a cost that can be less 
than any other heating method. You can capture America’s great- 


est new mass market! 


But Whiting economies are obtainable only in the Whiting Stoker. 
No other has Five Speed Drive, Smoke-Eliminator, Dual Draft 
Burner and Masterstat Control—without all four of which you 
cannot hope to win the family of modest means. 


Chicago Suburb), Illinois. 


Mail This 
Coupon 
At Once! 


GS 

















1. DUAL DRAFT BURNER. 
2. “SMOKE-ELIMINATOR™ 
3. FIVE SPEED DRIVE. 
4. “MASTERSTAT” CONTROL. 





In small homes or large—in every 
kind of store, small industry, or in- 
stitution—the cost of 
Heat with a Whiting Stoker can 
now be even less than firing a furnace by hand. Here is a great, 
new, practically untouched market, as promising from a profit 
standpoint as the field was for electrical refrigeration. 


Many dealers in major electrical appliances are becoming vitally 
interested in the new field Whiting Stokers are opening up. If 
you want to know whether your territory is still open, mail us 
coupon below for all the facts. 


BIG MASS 
MARKETS 


Automatic 


Whiting Corp., Harvey (A 














SuILoEeRs 


MANUFACTURED & SOLD BY 

WHITING CORP. Hervey, Ill. 
or 

POWER STOKELOS PULVERIZERS. CRANES FOUNDRY LQUIP 


MENT, RR SPECIALTICOS. CHEMICAL EQUIPMENT 
AMO SPECIAL MACHINERY 


We are dealers in 


NAME 








WHITING CORP., 
15651 Lathrop Ave., Harvey, Ill. 


Send at once all facts regarding Whiting Stokers. 


ADDRESS ........ 
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Advertise 





ei, 

and refrigerators. Sears Roel 

the most extensive advertising the 
month. 

Portland 

The possibilities of utilizing Na 

tional Housing Act for the pur ( 

an oil burning furnace called much 

seasonal advertising from a variety oj 

furnace specialty companies and seyera| 


department stores. 


The “Wagon!oad of 


Groceries” given with every Frigidaire 
was also given publicity by pman- 
Wolfe and Meier and Frank. 1 lat. 
ter company also has a contest on with 
their Norge refrigerators. Portland Day 
called forth specials from them (ap 


$89.50 electric range for $59.50, $79.59 
demonstration Maytags for $67.76, $3.5 
warming pads for $1.89 and the like 
They offered a Sunbeam Mixmaster with 
two bowls for $18.95. This store has es 
tablished a special advisory service op 
the National Housing Act to answer 
questions as to how loans may be ob. 
tained for remodeling and renovizing the 
home. 

The Powers Furniture Company is one 
of those advertising oil burners. They 
also staged a sale, late in August, of 
floor sample Kelvinators. A 30-day trial 
offer on G-E washers was made by the 
Star Furniture Company. Among th 
power companies, the Northwestern Elec 
tric featured table appliances in the ir 
terest of dealers, while Pepco offer: 
hot water heaters installed on a tria 
basis. The Pacific Power and Light 
Company are devoting their attentior 
from Sept. 17 to Nov. 3 to washers and 
ironers and water heaters, the complet 
electric laundry. During the fall and 
winter they are conducting a Better 
Sight campaign and are selling indirect 
type portable lamps, also Pin-it-ups an 
Renu-a-lites. The Crosley refrigerator 
distributors tied in with movie advertis 
ing for some extra publicity. 


Seattle 


Seattle has adopted the sample ren 
vized house as a project, sponsored by 2 
bank and the local chapter of architects 
They also have gone in this month for 
burner advertising, emphasizing the pos 
sibilities of the National Housing Act 
Washing machines and ranges at “prices 
amazingly low” were featured by the 
City Light. The Puget Sound Power 
and Light emphasized hot water and 
electric cooking, particularly the im 
portance of having your old range over 
hauled and fitted with.new burners. The 
Bon Marche is especially interested in 
refrigeration just now, and on Septem- 
ber 10, 11 and 12 ran a school of 
Italian cookery, with a Frigidaire much 
to the fore. They ran a full page and 
a special on this make of refrigerator in 
the last week of August. This company 
is enlarging and remodeling its electrical 
department. The Grunbaum Furniture 
Company is featuring Speed Queen 
washers, with a free trial in the home 
The Standard Furniture Company times 
its ads to match the weather—refrigera 
tors for hot weather, etc. 


Spokane 


Hot water on a free trial offer, an 
electric cookery as a thrift measure wet 
featured by the Washington Water 
Power Company during the last days 
August in Spokane. In September th 
Eureka vacuum cleaner drew their attet- 
tion, with an offer of the $17.50 Jum 
and attachments for $5 plus your 0 
cleaner. The Spokesman Review spot 
sored a “Refrigerator Recipe Contest 
ending on September Ist. Light weight 
Simplex irons were advertised by the 
Brown-Johnston Company and Auto 
matic washers by the Liberty Furniturt 
Company, who announce that they have 
been appointed agents. On the whole? 
quiet month. 


Phoenix 


The Central Arizona Light & Powe’ 
Company is still gas minded, advertisiné 
gas furnaces and water heaters 
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September 





hur: rs came in for their share of pre- 
wit attention from various dealers. 
Oth wise the month showed scattered 
sements of washing machines and 


ref rators. Faultless and Maytag 
was ers and Westinghouse refrigera- 
y the Dorris-Heyman Furniture 


Con any, Frigidaires by the O. W. Wat- 
kins Company, Kelvinators by the 
Elec rical Equipment Company (on a 
ni wn payment” basis) and Westing- 
hou-e washers by the Vinson-Carter 
Electric Company. 


San Francisco 


Northern California is devoting Sep- 
tember to educating the public on the 
value of the completely electrified home 
laundry as a thrift measure. A two page 
spread on this subject appeared in the 
San Francisco Examiner, led by the 
Electrical Appliance Society. Most of 
the San Francisco stores are featuring 
laundry equipment in windows and ad- 
vertising. “We are stressing style in 
September” advertises the Emporium and 
ncludes lamps, sewing machines and 
small appliances (such values as an Edison 
mixer for $12.85). They offer advice on 
the possibilities of the National Housing 


Act as an aid to those wishing to 
renovize their home. Laundry Maid 
washers and Eureka vacuum cleaners 


were featured by the downstairs depart- 
ment. Hale’s has been running one of 
the now familiar Ford guessing contests 
and also is still making a special feature 
of its “House in the Sky.” Among the 
appliances advertised have been Kelvina- 
tor chests, Laundry Maid and Faultless 
washers and portable lamps. Nathan- 
Dohrmann Co. advertise G. E. re- 
frigerators, and small table appliances a: 
a “scoop” at one inclusive figure of $3.95 
each. Schwabacher-Frey gave a $11 
Toastmaster tray value for $5.95 in a 
limited offer. Chas. Brown varied wash- 
ing machine advertising (Gain-a-days a: 
$39.50) with a “drastic clearance of elec- 
tric irons,” one make as low as 89c. 
Other small appliances were included in 
end of the month clearance sales, Electric 
clocks and small appliances, by the White 
House; Apex washers and Norge re- 
frigerators, by the Sterling Furniture 
Company; and a wide assortment ot 
household conveniences by the Redlick- 
Newman Co. and the Eastern Outfitting 
Company. The P.G. & E., besides sup- 
porting the laundry campaign, are con- 
tinuing a Better Light, Better Sigh: 
movement. 


Sacramento 


Sacramento, with the State Fair a 
feature of early September, easily dis- 
tanced the remainder of the state in the 
amount of electrical advertising done. 
Local merchants went San Francisco one 
better with a three-page laundry spread, 
participated in by all the major com- 
panies. Kimball-Upson has moved to a 
new store and did so with special sales 
in advance and with a three-page spread 
of its own to announce the change. 
Eurekas, Frigidaires, Simplex washers 
and ironers all received special attention. 
Hale Bros. made Kelvinators at $181.50 
(regular $209.50), Faultless washers, 
Eureka vacs and sewing machines an 
important part of their sales picture, 
Breuners called especial attention to their 
State Fair booth where an Easy washer 
and ironer demonstration was in prog- 
tess. Norge refrigerators they were will- 
ing to sell, taking old furniture in ex- 
change. Mantel clocks and _ Royal 
vacuum cleaners were sale items in late 
August. The Eastern maintained two 
booths in the Electric Appliance Show 
at the Fair, where they demonstrated 
Conlon ironers and Modern Laundress 
washers—also Frigidaires, Electric Ap- 
Pliances, Inc., specializing in G. E. equip- 
ment, have been principally concerned 
with refrigerators. Weinstock-Lubin— 
lamos, small appliances, Crosley re- 
trigerators. Arnold Bros.—Westing- 
house refrigerators; Hobrecht—fixtures, 
lamos and outlets. The Radio Sales & 
Service Company has been willing to al- 
low $15 on an old cleaner in the purchase 
of en Apex. All this in addition to the 
farm refrigeration advertising of the 





P.G. & E. and also the 5-day cooking 
school at the fair sponsored by the Sac- 
ramento Bee. 


Fresno 


Fresno has been quiet. Whether this 
is a reaction following the somewhat 
forced selling of the Free Electricity 
campaign, or merely the pre-election 
slump of the grape industry which will be 
greatly damaged if a socialistic gov- 
ernor is chosen, is difficult to tell. Gott- 
schalk’s advertised Eureka vacuum 
cleaners, sewing machines and washing 
machines; Buford and the Cook Music 
store advertised washers; Hockett- 
Cowan mentioned that they carried 
Kelvinators; the Eastern, Frigidaires; 
Montgomery Ward announced sale prices 
on refrigerators and small appliances— 
and that was about all, except for the 
power company. The Valley Electrical 
Supply Company plugged air condition- 
ing, refrigerators, washers, ironers, 
small appliances and low rates and of- 
fered $1 for your old iron as a dealer 
cooperative measure. 


Ft Los Angeles 


Los Angeles finished August with a 
number of clearance sales. Bullock’s sold 
Edison mixers at $10.95 and small appli- 


ances at special prices. A limited num- 
ber of 9.5 sq.ft. GE refrigerators sold for 
$149, and of 7.1 cu.ft. Norges for 
$189.50. Floor samples of Westinghouse 
refrigerators (63 cu.ft.) were $210. 
Washing machines were also on the 
schedule and a laundry demonstration on 
September 14 helped to call them to the 
attention of the public. Barker Bros. 
started with portable lamps in August. 
Electric clocks and hostess sets were sold 
as first floor specials. Another House- 
wares Fair early in September provided 
demonstrations of coffee makers, double 
boilers and mixers, waffle irons and 
toasters. An unnamed $99.50 refrigera- 
tor was announced as containing a GE 
motor and a cabinet by Seeger, with a 
number of special features. A lecture on 
the Housing Act in the auditorium ex- 
plained the opportunities of home reno- 
vizing. A $1 Seymour electric heater 
and a Virginia griddle and dutch oven 
for the same price also were September 
specials. The J. W. Robinson Co. ad- 
vertised Frigidaires and in their annual 
autumn sale scheduled for early Septem- 
ber offered such specials as Sunkist Jr. 
juice extractors for $6.45, Majestic 1,000- 
watt heaters for $4.95 and Universal heat- 
ing pads for $2.95 and $3.95. Graybar 
cleaners and washers were also featured. 
Among the other stores we find the fol- 


lowing features: May Company—Dor- 
meyer mixers, $10.95, rebuilt Hoovers 
$15.95, washers, sewing machines and 
lamps (the end of August was the oc- 
casion of a birthday sale, for which they 
use front door circulars); L. A. Furni 
ture Co.—Thor washers at $39.95, re- 
built Hoovers for $11.50; Electrolux 
cleaners at $29.95; The Broadway—re- 
built vacs; Platt Music Co.—refrigera 
tors, washers and ironers, with acces 


.sories; Walker’s—refrigerators, washers, 


ironers, electric irons. They suggest that 
you bring in old gold for exchange. A 
Food and Household Forum was spon- 
sored by the Downtown Shopping News 
early in September, this time with a food 
expert from the “Ice Institute.” The 
Bureau of Power and Light has au 
thorized a statement on Refrigeration. 


Michigan 


September was washing 
month, judging by heavy advertising 
schedules throughout state ... Mail- 
order houses, through their retail out- 
lets, bought more white space than the 


machine 


home-town boys... Heavy copy on 
Kenmore Imperial washers, $47.95, by 
Sears-Roebuck in Lansing daily... 


“We'll place an Apex washer right in 
your laundry room for $1 down,” Peoples 
(Please turn to page 53) 
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you Asking for 
POWER WASHER Business ? 


Now, with more farmers spending money, 
are you pushing your gasoline motor washers? 


Is there a “WIRELESS POWER” poster in 
your window (we supply them free)? Have 
you pushed your power washers “up front”? 


If not you are missing some ready-made 
business that our “WIRELESS POWER” 
ads—in national farm papers every month 
—are building up for you. 


Send the Coupon for copy of booklet we 
send to all our farm paper inquiries. See 
how it urges customers toward your store. 


Send for FREE 
BOOKLET 
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Le phy Air Conditioners 





Universal Washers 





Duchess" E-290 and E-390 


iptior Long wide triple vane 
luminum agitator reates upper and 
wer water irrents all corrugatior 
" ated = fron tub and corners 
triple porcelain enameled 

le and t 8 Ibs. dry capacity 
lirect drive ver-size improved 
ifety switel Models E-117 
E-3 96 elf ¢ ptying 2-bladed 

gu I mp 
1 I i pla I 

I a tant safety re 
Ase ble fu Swinging, 6-stoy 
ba on rol aut 

A \ rlocking levice 
‘ Vu ising October 














Electromaster Cooker 


Electromaater, Inc., 
Detroit, Mich 


Device Economy cooker without 


ontained unit 


Description: Heavily insulated outer con 


tainer 6-qt cooking vessel, 
aluminum set of clover-leaf 
tainers; unlike built-in cookers, 

ot permanently occupy space of unit 
ym range; cooker may be removed al 
lowing simmering unit to be used in 
dependently base of cooker 


nugly over unit assuring efficient ap- 
plication of heat; 104 in. diam., 74 in 
high ; low-wattage, 3-heat replacement 


unit, high 750, medium 150, 


193 


Description; Student lamp, 2 


Electrical Merchandising. October 
34 











ties for profit for the progressive wholesaler. 
systems of two to eight stations for the office, factory, store or residence, 
using wall or desk type telephones. Ordinary dry cells furnish the neces- 


sary power for both talking and signaling. Installation is simple and inex- 


pensive. 
$10.00. 























wire for details. 





serv-U-Fones 


—are modern, inexpensive private telephones that offer new opportuni- 


Prices for complete systems (exclusive of wiring) begin at 


Wholesaler’s confidential trade sheet now available. Write or 


They are furnished in 
































AMERICAN AUTOMATIC 





1033 West Van Buren Street 





ELECTRIC SALES COMPANY 


- Chicago 











Gregg Lamps 


Grego Mfg.,. Co.., 
Fredericktown, Ohio 

Models; Student and table lan 

overall; parchment shade 
cial light reflecting process¢ 
metal base in several color 
tions Table lamps equi; 
parchment shades, convent 
modern designs; bases of px 
metal in black, green or w 
Electrical Merchandising, 

1934 





v 
Hankscraft 
Breakfast Service 


Hankscraft Co., 

121 N. Dickinson St., Madiso 
Description Consists of 2-sli 

type toaster automatk ege 

with egg poacher, 4-crystal 

egg cups; service tray 18 x 12 

wood frame, embossed chrome 
Price: $11.95 complete Elect 

chandising, October, 1934 





Vv 
GE Cleaners 


llenere Electric Co Waar ) 
Bridgeport, Conn 
Vodels Super Air-Flk I 
Special, Tidy 
Description Super Air-Fk ' 
Vay motor - driven br 
equipped with spot-lite nozzZ 


handle adjustments; new handle e 

2 fixed rear wheels for ra 

sills or carpet edges Super ‘ 
with 2-speed switch ; Lite-Wa 
equipped with full-sized, narrow 
tour nozzle; weighs but 134 It 


Special straight-suction stat 
brush type Tidy, hand-type 
upholstery, mattresses, stair carpe 
automobile interiors, clothing; 2-pi¢ 


extension tube for cleaning fr« 
ing to floor: blower tool and 
dichloricide container and 


dichloricide crystals for 
noths additional accessories 
Price Super, $76.50; Air-Flo 


Lite-Way, $39.95 Special $ 
Tidy $17.95 Electrical Me Y 


ing, October, 1934 





v 
Westinghouse Range 


Westinghouse Elect. &€ Mfg. ‘ 
Mdse. Dept., Mansfield, 0 
Device: “Cardinal” automatic ra 
Surface burners: 3 open coil ur 
n. 1,000 watts, 1-8 in. 1,80¢ 
interchangeable with Corox 
cook units and quick-cooker 


Sizes: 404x224x41§; oven 16x14x'*3 
Special Features Sullt-in W I 
disc thermostat; radio typ 

“Dulux” finish throughout 


porcelain oven panels and lir 
Price: $61.25.—Electrical Mer 
ing, October, 1934 
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ming block and white handled stain- 


ate 2 ° 
less steel knife complete set. 7 elair g Alr Meter 
| Price: $19.75 complete, toaster alone : 
| $14.50, tray set alone $9.50.—Elec _ The Muter Co., ; 
a trical Merchandising, October, 1934 1255 8. Michigan Ave., Chicago, Iu 


Device Humidity dial indicates per- 

v centage of moisture in air compared 

to amount it can hold at temperature 

indicated; tells humidity and tem- 
perature; Bakelite case 

Price; $2. — Electrical Merchandising, 


October, 1934 
Vv 


ABC Ironer 


Altorfer Bros. Co., Peoria, Ill 

Vodel: ZA kitchen table cabinet type 
ironer 

Description: Ironer assembly closes into 
porcelain-top kitchen table when not 
in use; fully automati emergency 
hand release; chromium plated iron 
ng shoe; 26 in. roll; full open end 
shoe has 3-point suspension; positive 
alignment between roll and shoe; 1/20 
h.p. motor; cream finish with silver 
and black trim Electrical Merchan 
dising, October, 1934. 



















Proctor Toaster 
Buffet Set 


Proctor @ Schwartz Elect. Co., 
7th St. &€ Tabor Rd., Philadelphia, Pa 
Device: Automatic thermostatic toaster 
and tray set 

Description: Oven type, toasts 2 slices 
both sides at same time; adjustable 
thermostat regulated by adjuster knob 
on “color” dial in base gives toast 
from light to Melba toast; Glow Cone 
in top lights when current is on, winks 
out when current is off; small bell 
rings when toast is done; toast rack 
































































































Zol Coffee Maker 


The A. C. Gilbert Co., 
New Haven, Conn 
Description: Zol centrifugal process 
whirls hot water through coffee at 
high speed; perforated spinner which 
holds coffee has double walis with 









Hotpoint Oven Timer 
Clocks 


Ed t General Electric Appliance Co., 


























In 5600 W. Taylor 8t., Chicago, IU filter paper between; spinner is 
Models: “Meridian” and “Polaris” Tele- obviates possibility of burnt fingers; placed in Pyrex pot, below level of 
on oven timer clocks chromium plated body with black water and motor switched on; auto- 
Description: “Polaris” has 2 control 3akelite base and door knob, white matic timer sets motor for from 1 
lials for turning oven current on and adjuster knob and dial; a.c. only 110 to 4 min. when timing device cuts off 
automatically; “Meridian” has 1 to 120 volts, 750 watts; bird’s eye motor, coffee is ready. 
trol dial which turns oven current maple tray with black inlay center Price: $12.50. Electrical Merchandis- 
only; Black Textolite case with ; 


strips, 3-compartment dish, toast trim- ing, October, 1934 


WHY tre new 


HAMILTON BEACH 
wisbls ied amd 11 EASIER TO SELL! 


The Electrical Invisible Kitchen 
mpany, Room 1485 Merchandise Mart, 
Chicago, Ill 
evice: Combination electric stove, re- 
frigerator and sink 
Jescription; Closed it is a buffet. Open, 
reveals a Kompakt electric stove 
produced by Swartzbaugh and Major 
refrigerator, produced with that divi- 
‘ of the Sunbeam Electric Manu- 
turing Company Top leaf carries 
ghts and back board carries outlets 
for appliances Electric refrigerator 
provides 3% cu.ft. of refrigeration 
pace; three trays producing 64 cubes, 
has fast freezing control 
ce $155 to $237 Electrical Mer- 
chandising, October, 1934 


ry dial. Blectrical Merchandising, 
( yber, 1934. 


























at 
Bic isiie 


the powerful 






One hand Portable operation 


compact motor lifts off the stand with one hand—there 
is nothing to release or detach. The same hand con- 
trols mixing speeds—giving complete one hand opera- 
tion. 





Pin-It-U p Study Lamp 


Railley Corp., 
850 Euclid Ave., Cleveland, O. 
Model: Portable wall study lamp with 


LE.S. certification 
Description: Can be hung wherever bet- 
ter light is needed; cast aluminum 





Your customers buy food mixers because they are a con- One piece Guarded Beaters— sturdily constructed 
venience. They want the features that provide for easier beaters are fastened together and protected by guard 










































ge bracket, lacquered finish; weighs ap- ° ° ° Easily attached, removed and cleaned in one piece 
proximately 30 ounces; glass bowl dif- operation and better results—that save kitchen time and labor. , great convenience. Motor tilts back for removing 
fusing light; most efficient with 100 ° og: be bowl 
watt Inside frosted Mazda lam Never have you been able to offer a food mixer, retailing below aters or bowl. 
lectrica Merchandising, ctober, . 
1934, $20.00, that has all the features of the mew Hamilton Beach 
Model “C”. Check them over—study them—use them in your 
selling talk—demonstrate them to your prospects. Every feature 
—every detail is designed to make the Model “C” a superior 
mixer—to help dealers build sales. 
eas 2 ac: Bomager nn grettans are telling your cus- 
tomers about the outstanding features of the 
“ ” ° 8 
Only a Hamilton Model “C”. This fall more than 6,000,000 sales 
Beach has all these P e ° 
” eatures that make for , 
f hat make for messages will appear in Good Housekeeping 
pga yg Be Better Homes and Gardens and American Home. 
+ aes Window and store displays, folders, newspaper 
i 0 T n” . . . 
One hand, portable mats and other tie-up materials are furnished to 
One piece guarded beaters dealers—free. 
tae Profit-Protecting Policy—The Model “'C” is distributed 
we ee on our clean-cut Wholesaler-Retailer policy. We are 
Power to do all mizing 100% for price maintenance. All inquiries are referred 
Pe cal . : ae ia to dealers—we take no orders. This policy protects 
8; ar -Rite Heating Pads attachments any : your profit on every sale. Order front your wholesaler. ; 
New streamline beauty e; 
Fitegerald Mfg. Co., . 7s 
pom ten dh tng HAMILTON BEACH MBG. CO., Racine, Wis. 





Ae ; 
Models: No. 384 and 385 Bowl control—The bow! revolves automatically even 
Description: Standard size, 3-heat pads when empty. The bowl control feature permits the 
‘ ey paczages ; ve 7 =a bowl to be shifted with lever (1) so that beaters ar 
cover, No. urnished in colors ; ; <ire > . oO t 
110 volts, 50 watts.—Electrical Mer- F oO oO D M " 1 E R in any position desired—from the center to the very 


chandising, October, 1934. edge. 
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ture control 6-in. burners available 
on order; cooker interchanges with 
rear burner extra on order; ivory 
finish with black striping 

Price: $77.50.— Blectrical Merchandia 
ing, Ox tober. 1934 


v 
Pin-It-U p Sleepi-Light 


Railley Corp., 
850 Buclid Ave., C leveland, 

Device: Indirect night light yy as in 
bedrooms, sick rooms, etc 

vescription: Lamp will hang on wall or 
stand on table; adjustable shade; 73 
watt Mazda lamp; polished aluminum 
base and shade; 4 in. diameter 

Price 75 each in broken packages; 
65c. ear oh per doz. — Electrical Mer 
handising, October, 1934 





Carr Heaters 





W estinghouse Percolator 


Westinghouse Electric 4 Mfg. Co., 
Mdse. Div. Mansfield, O 
Model: De Luxe percolator No. PTC-4 
Description: 8-cup capac ity ; modern de 
gn; chrome finish with black trim 
fuse protection eee overheating ; 
oy watts, 115 








On stober, 19 














Seine Range 


ve Standard Electric Stove Co 
1718 N. 12th 8t.. Toledo, Ohio 
Model: 1445 TA “Valley Queer 
urface Burners: 3-8 in., open or en 


» 40x24 in.; 36 in. high; 


Oven equipped with 
er pan, bracket rack, 
lined, with tempera 





SENIOR 


f mod siteble fo 


6 desk el Suit- 
spertment or 

" ame principle @ 
mode! except smalle 

ce y Meigh 2°20 
Li PRICE $24.00 





Minneapolis, Minnesota 


dealer - distributor setup 


NAME 
ADDRESS 


CITY 


ve 
Py $9.95.—B lsctrical Merchandising, 
34 










Low Cost Portable Air Conditioning 


FIUMEO 


Trade Mark Registered 
(MEANS MOIST AIR) 


OLLOW the popular trend toward air conditioning with Humeo. Your cus- 
tomers realize the comfort and fuel economy of proper air conditioning. 
Humeo provides it at a price within the reach of every- 
one. No installation . . . simply plug in to any electric 
socket. Costs no more to operate than an ordinary light- 
bulb. Mechanically correct in principle. Quiet operation 
with no danger of condensation. Approved by Under- 
writers’ Laboratories ...The coupon below will bring you 
full information and will enable you to capitalize on the 
demand for a popular priced air conditioning unit 


PUFFER-HUBBARD 
MANUFACTURING CO. 


MINNEAPOLIS MINNESOTA 


PUFFER-HUBBARD MANUFACTURING COMPANY 


Please send me full information on Humeo, together with your attractive 


A Review of\IN 








Hankscraft 
Bottle Warmer Set 


Hankscraft Co., 

121 N. Dickinson 8t., Madison, Wis 
Device: Baby bottle warmer sets. 
Description: Consists of bottle warmer, 

porringer and vaporizer attachments ; 

Porringer fits top of warmer, heats 

baby’s solid foods, a scorch or 

burn; vaporizer attachm 

Price: Set comple‘e, with No” 598 bottle 
warmer $6.00; with No. 673 bottle 
warmer $3.95.—Blectrical Merchan- 

dising, October, 1934. 





V ogue Home Fire 
Detector 


Sheridan Electro Units 2» Fi 
$241 8. State 8t., ae, u. 
Description: Detector connects any 
existing electric bell circuit Coither 
battery or transformer), when tem- 
perature rises to approximately 150° 
F. detector automatically closes cir- 
cuit causing bells to ring until trouble 

is located. 
Price: 10c. — Blectrical Merchandising, 
October, 1934 
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Telechron Clocks 


Warren Telechron Co., 
Ashland, Mass. 
Models; 2 children’s clocks, “Smug 
“Quacker” ; “Pharaoh,” “Att 
“Airman.” 


Description : “Smug,” and “Quacker 


rotund duck design with grotes 


bill; round dial with easy-t: 
numerals; 3 colors, yellow, 
blue; “Quacker” equipped with 


“Pharaoh” modernistic mah gany 


pyramid case with vertical sid: 
lays; gold numerals on black 
satin gold centre 6% in. high, 7% 
wide, 47 in. deep. “Attache” n 
upright model, gold or chrom« 
“Airman” onyx frame. 

»rices : 


mug,” $5.26; “Quacker,” 


i: 50; “Pharaoh” $9.95; “Attache” 
6.75; “Airman” a 50. — Electrical 





7 
Lightolier Lamps 


Lightolier Co., 


11 Bast 36th S8t., New York City 
Device: I. E. S. student lamps 1256, 


1283. 


Description: Built to I. E. 8. specifica- 


tions ; designed to eliminate glare ; 


No 


1256 bronze base, natural-tone parch- 


ment shade; 1283 bronze base, 


auze 


over parchment shade; 100 watt inside 
frosted bulb recommended for use with 


these lamps. 


Price: 1256, $5.75; 1283 $5.00.—Elec- 


trical Merchandising, October, 193 





Improved 
Electrickbroom 


The Electric Broom Br ad 
118 W. 42nd St., N. Y. C. 


4 


Device: Combination 3X -t cleaner 
dust mop, carpet sweeper and broom 


Description: Cleans waxed floors, 


hard 


surfaces such as linoleum, tile, wood 


etc., as well as carpets and rugs; 


dirt 


is collected in a Bakelite cup whic! 


is emptied as ash tray; flexible 


rub 


ber attachments protect furniture 


weighs only 6 Ibs.; may be hun 


g or 


hook when not in use; soft rubber 
nozzle ; self-adjusting floating power 
multiple-function; pig-bristle broom 


broom and dust mop reverse 


auto 


matically ; new super-powered suctior 


unit.—Electrical Merchandising 
ber, 1934 


v 


) 





Frostoff Defroste: 


The Frostoff Co., Inc., 

271 North Ave., New Rochelle, 

Device: Automatic defroster for 
mercial installations. 

Description: Adaptable to 220 v 
cycle, single or three phase ci 
automatically defrosts at a fixe 
every 24 hrs.; does not cause 
overloading, operates only on 
circuit after thermostat has s! 
refrigerator ; once adjusted to r« 
ments, no further attention nec 
—Electrical Merchandising, O 
1934 


1its 
time 
otor 
jead 
t of 


ary 
ber 


1934 



















October, 





rice: o. 
October, 


wing, ( 


Westin 
u 

lels 

Vaffi 
riptio 
on Wi 
when t 
flass b 
nd det 
watth 
waffl 
amete 
atic 





Adjust 
Mercha a 


LECTRi¢ 





riNew Products 








paner 

roon 
hard 
wood 


whict 
» rub 
iture 

neg « i 

ibber 
wer 
room 
it 


t, 1934 


















































Elect voltae Freezer 


tro-Freeze Mfg. Corp., 
1927 S. 20th St., Omaha, Neb. 
evice: Automatic ice cream freezer for 


se in mechanical refrigerators. 

scription: Fits in tray compartment 
r ev rator; fully automatic, motor 
tops when cream is frozen; makes 
mooth ice cream, sherbets, ices; stirs 


nstantly during freezing process; 
yered motor screws onto polished 
aluminum container; beater detach- 
able for cleaning; separate cap makes 
ir tight container for storing ice 
ream ; 18 qt. capacity; 110 volts, 60 


ide: $8.90.—Blectrical Merchandising, 
October, 1934 





Proctor Toaster 


Proctor @ Schwartz Elect. Co., 
h St. € Tabor Rd., Philadelphia, Pa 


evice: Automatic, 2-slice, turnover 
toaster 
escription : Adjustable thermostat 


regulated by adjuster knob on dial 
which shows 8 heat settings for toast 
from light to dark; signal bell sounds 
when current shuts off; black body, 
hromium plated doors; a.c. only, 110 
to 130 volts, 500 watts. 

$5.95.—Blectrical Merchandising, 
October, 1934. . 





Electracide Verdalite 


Folmer Electracide Corp. 
135 Mill 8t., Rochester, Y 

evice: Insect electrocutor. 

scription: Designed for use as per- 
anent lighting fixture for porch or 
eranda lighting serving double pur- 
se of destroying insects that come 

to it; complete with removable pan- 
ke receptacle to catch dead insects. 

$9.75; another model completely 

4 4" onze, $16.—Hlectrical Merchan- 
ising, October, 1934 


W estinghouse 
WafHte Irons 


Westinghouse Electric 4 Mf 
Mdse. Div., Mansfield, 6 
dels Sentinel Ajust-O-Matic and 
Vaile Servi-Set 
ription: Servi-Set consists of waffle 
© with heat-indicator which tells 
"hen to bake, crack-resisting black 
sass batter bowl and syrup pitcher 
d detachable tray; new grid design 
wattle iron prevents escape of steam 
‘waffle iron handle; 600 watts, grid 
meter 7% in. Sentinel Adjust-O- 
atic waffle iron equipped with ad- 











isting lever and signal light in top; 
‘ght glows until correct baking tem- 
perature is reached and again when 


wafle is done; Built-in-Watchman 
seat control; detachable base; chrome 
‘nish with Moldarta handles; 1000 
matte 115 volts, grids 74 in. diam. 
lonccram cap available with above 
Waffle irons. 

“ee: Waffle Servi-Set, $12.95 ; Sentinel 
Adjust-O-Matic, $9.95. — Electrical 
Merchandising, October 1934 


W estinghouse lroner 


Westinghouse Hlectric 4 Mfg. Co., 
Mansfeld, O 


Model; Master Ironer. 
Description: 1200 watt, ribbon-type ele- 


ment; shoe support has 3-point sus- 
pension equalized by pressure spring 
giving full floating movement and 
positive alignment between roll and 
shoe; finger and knee control levers; 
ironer slides into full size, | 
top, kitchen table that can be used 
daily in kitchen; overall height 313 
in., length 40 in., width 25 in. diam 
of roll 64 in.; ironer and body and 


legs of table, cream enamel with 
suntan. — Blectrical Merchandising, 
October, 1934 





ished engraved panels heating ele 
ment wound on mica; 74 in. high, 93 
in. long, 4 in. wide; 115 volts, 550 
watts Electrical Merchandising, Oc 
tober, 1934 





Waldorf Range 





Electromaster Inc., 
Detroit, Mich 

Model: K-64 Waldorf. 

Surface Burners: 1—2000 watt, 93 in., 
2—1200 watt, 7 in in., 1—low tempera- 
ture 750-150-100 for thrift cooking; 
oven element 2500 watts. 

Sizes: 43x25 in. floor space; 36 in. to 
cooking top 


Grillmaster 


Steel Materials Co., 

17260 Gable Ave., Detroit, Mich 
Device: 2-heat Grillmaster No. 138 
Description: Roasts, toasts, stews, bakes, 

broils, steams; also used as chafing 


. 7 dish, casserole and electric stove; 306 
Description: Surface units controlled by watts low heat, 600 watts high, ax 


3-heat switches; automatic thermo- or d.c.; complete with heat unit, grili 
stat controls oven temperature ; timer- rack, roaster, cover, casserole and 
clock receptacle has automatic self- tray; all pieces chromium plated 
closing contacts; oven pilot light; Price: $8.95.—Electrical Merchandising 
platinum white porcelain enamel fin- October, 1934 : 
ish; oven 164 in. wide. rn 

Price: $65.50.—Electrical Merchandis- 
ing, October, 1934. 


7 
Star-Rite Toasters 


Fitegerald Mfg. Co., 
ngton, Conn. 
Device: 2-slice, oven type toasters, No. 
531, 530. 
Description : No. 531, Bell signal rings 
when current shuts off; chrome fin- 





















All right, 


WE WANT NEW 
CLEANER SLANTS 





WERE TIRED OF THE 
SAME OLD 
CLEANER STORY 












gentlemen...here’s one 


selling story that hasn’t got whiskers! 


G-E offers 5 new Cleaners 
that have the stuff! 


OU don’t have to scratch your 
head trying to think up sales 


clinching things to say about these 


new G-E Cleaners. 

For every one of them is 
packed with enough selling 
features to se// it! One of 
them has 22 selling points! 
Twenty-two!—many exclu- 
sive with G.E.! 

These are the cleaners 
that are going to put you 
niles ahead of the other fel- 
low. These are the cleaners 
that are going to put good 
American dollars in your 
pocket. 

They’re priced from 
$17.95 to $76.50 list. Write 
for the new selling helps 
that will bring customers 
into your store—selling 
helps that work! Write to 
day to General Electric 
Co., Section V-3410, Mer 
chandise Dept., Bridge- 
port, Conn. 


GENERAL @ ELECTRIC CLEANERS & 


SLECTRICAL MERCHANDISING—OCTOBER, 1934 


The “Super” 
Model 111-A 


Has 2 


cluding Spot* lite 


THE NEW SPOT*LITE — Gives bril- Invites re- 


liant light for cleaning under furniture, 


NEW HANDLE GRIP— 
laxed guidance. No hard grip necessary 
in closets and dark corners. 

MODERN STREAMLINING—Stream- 
lined from front to rear. A new feature 


Assures easy cleaning. 
FOOT-CONTROLLED NOZZLE— 
Nozzle can be regulated to suit varying 


in cleaners. Not an ugly line on them. thickness of rugs by mere touch of foot. 


The “‘Air* Flo” The “Lite* Way” The “Special” The “Tidy” 
Try and match Weighs only 134% Ib Brand-new G-E at 
its value—with and “Spot* lites” the the price that steps- 
Spot*lite, at way—a child can op- up store traffic $17.95, complete. 


Cleans from ceil- 


2 features, in- ing to floor 


.- $76.50 $59.50 erate it. . . $39.95 $19.95 
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Bells - Buzzers 
Transformers 


SIGNAL Bells, Buzzers 
and Transformers are 
widely known for high 
quality, and low price. 
The Bells are available in 
22", 3", 4 and 6” sizes, 
single and double coil. 
SIGNAL also offers a 
complete line of skele- 
ton and weatherproof 
bells. If your jobber 
cannot supply you, write 
direct to 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 





~ Flashlight and battery business is humming for 

Bond dealers prepared to take full advantage 

of the activities set in motion by the Bond 

1934 Radio Broadcasting Program started last 

Thirty-four stations are reaching 40 

million people in cities, small towns and farm 
homes from coast to coast. 


No Name’ Bond 
Electric Lantern— 
retails for 25c. Big 
prizes in radio 
mame contest 













A complete line of 
cases in every price 
class, Mono-cell 
Flashlight Batteries 
for long life, strong 








month. 


Tempting premiums and prizes for listeners 
who call on dealers, new display material and 
prizes for dealers, new merchandise, new pack- 
ages, powerful new sales helps—all are ready. 
If net all set to ride on this great buying wave, 
write for complete information at once. Clip 
coupon now. 


BOND ELECTRIC CORPORATION CY} 


Jersey City, N. J 





[One of a Series of Belden Adver-| | 
tisements appearing in 


THE SATURDAY | 
TAU aI CEO a | 


—to Boost Your Sales of Safe Cords 
and Appliances equipped with Bel- 
den Unbreakable Soft Rubber Plugs 

















4 


Ibs GUUS 
WHAT ! | 
NO RADIO? 


“No, father. Look — someone stepped 
on the plug—it's broken!” 


“And so we miss the biggest game. 
Can't we be more careful about these 
plugs?” 


“Don't worry, father. I'll get another 
cord with a Belden Soft Rubber Plug — 
those plugs can't break!” 


Belden Soft Rubber Plugs ore sold attached to 
epproved cords for new appliances or on replace- 
ment cords for old ones. look for the name— 
Belden —on the plugs of new 






oppliances and on all replace- 
ment cords for old oppliances 











UNBREAKABLE SOFT RUBBER PLUGS | 
4663°W. Van Buren St, Chicago; m.| 





257 Cornelison Avenue 
WAREHOUSES IN PRINCIPAL CITIES 





Flashlights 

Mono-cell Flashlight Batteries 
Radio A, B & C Batteries 
Radio Tubes and Condensers Co 


Dry Cells, Storage Batteries 








Send information on how to profit at once by Bond Radio Program. 


Your Name 


Address 


-10E 





Design for Selling 


ees CONTINUED FROM PAGE 3 


design was supposed to be concerned 
with the addition of some super-imposed 
vertical lines and the attempt to create 
with sharp angles, playfully interposed, 
a product that differed as much as pos- 
sible from the Victorian conception. 

Your modern industrial designer takes 
the product, breaks it down into so 
many component parts and then re-ar- 
ranges those parts to gain the greatest 
unity and simplicity of expression. No 
product is too humble for their atten- 
tion; no materials are overlooked in their 
search for wearing qualities and beauty 
and lessened production costs. Wood, 
bakelite, aluminum, stainless steel, porce- 
lain enamel, dulux, nickel—all are ex- 
perimented with and converted to new 
uses. 


Building Up a Design 


Guild, perhaps, goes further than most 
designers in visualizing a product that 
may become a commonplace on the ap- 
pliance markets the following year. He 
works first from a rough sketch which 
embraces his own ideas of the product— 
after, of course, having given the product 
a good deal of preparatory study and 
even use in its present form. Next, he 
has his sculptor prepare a plaster model, 
then he may make a wood model (the 
common method), next a fabricated metal 
one turned out in his machine-shops at 
Darien, Conn. If the final result meets 
with the approval of both manufacturer 
and engineers, blueprints are drawn up 
and the future appliance is ready to go 
from the designer’s hands to the produc- 
tion line. 

Unaffected, breezy and pleasant in 
manner, Lurelle Guild is kept furiously 
busy most of the time turning out roller 
skates, lamps, radio sets, washers, re- 
frigerators, tea-kettles and a hundred 
other articles. In 1933 alone, he turned 
out more than 2,000 finished designs for 
products, including the complete line of 
lighting fixtures and portable lamps he 
did for Chase Brass & Copper Company. 
Originally an illustrated and commercial 
artist, he readily acknowledges that he 
possesses little of the engineering back- 
ground. But he makes up for it by study- 
ing the mechanical and engineering as- 
pects of each design problem thoroughly 
and checking with the manufacturer’s en- 
gineering staff at every stage of the 
game. 

Ray Patten, on the other hand, held an 
engineering degree from Massachusetts 
Institute of Technology before going into 
the industrial designing business. For 
nearly six years he designed motor cars 
for the Packard Company, did work for 
Cadillac and other General Motors sub- 
sidiaries and went from there to the 
General Electric Company in January, 
1928. At General Electric he was re- 
tained by the Edison GE Appliance Com- 
pany in Chicago, working on electric 
ranges, by the Refrigeration Department 
in Cleveland where he worked ‘along 
with Henry Dreyfuss, and for the 
Bridgeport works where currently he is 
designing washers, ironers, radios, table 
appliances, fans, and clocks. 

He knows the production and engineer- 
ing departments problems before he puts 
a pencil to paper. That does not always 
prevent him from wishing at times that 
he could disregard production costs in 
drawing up a job. But he knows that if 
an iron has to be designed to sell in the 
$5.95 price brackets that the materials 
and the features that go into that iron 
have to conform to that rigid specifica- 
tion. In addition to his work with Gen- 
eral Electric, he is retained by Interna- 
tional Nickel Company where recently 
he produced their “smart-line” Monel 
Metal kitchen table. 

“In this designing business” he will 
tell you, “you have got to be careful that 
your design isn’t too far ahead of the 
field. There’s just as much danger in 
being too radical and too modern as well 
as being out of date. No woman wants 
to put a radio set in her living room that 
is either going to make the rest of the 
room look shabby or that will necessitate 
her replacing other furniture to conform 
with it.” 

Manufacturers, up until quite recently, 





have been prone to treat the pro\lem of 
design in a haphazard fashion. Som, 
employ designing staffs on fu!! time 
others retain special designers when there 
is a job to be done. Few, up t> a fey 
years ago, had any notion about ‘ie rela. 
tion of design to price, to pub! accep. 
tance of the product and to the proba. 
bility of radically different design increas. 
ing sales. Just as the early aut mobiles 
resembled buggies with the addition of , 
motor in the place of a nag, early washers 


resembled the same wood and tin wash. 
tubs that our grandmothers toiled over 
The main idea was to introduce electricity 
to the manual task and sell the prodyc 


on the purely utilitarian basis of the de 
vice. In other words, its use value 

It was a chain store company—Sear; 
Roebuck—that got Henry Dreyfuss 
design a machine that would not only 
look different, but command higher prices 
The manufacturer of the machine ther 
became interested and retained Dreyjyss 
to do them a job for the AMC groy, 
of department stores. The Norge Corpo. 
ration, fairly early in the game retained 
Lurelle Guild to design a line of refrig. 
erators. He has since done a washing 
machine for the same company. The May 
Oil Burner Company were just as sman 
when they got Guild to apply his theories 
of design to their oil burner. He produced 
a hood for the gun-type unit and mad 
the Quiet May one of the most distinctiy: 
and beautiful burners on the market 
The recent introduction of a number oi 
boiler burner units—oil furnaces—by dif 
ferent manufacturers, all show the trend 
to industrial design. They are an orna 
ment to the cellar. 


Manufacturer’s Designers 


But the work has only begun. 

The public are not going to turn ir 
their washers and ironers, their refrig 
erators and ranges, or their table appl 
ances once a year because new and strik 
ing designs appear on the market. Appli 
ances have a somewhat longer life thar 
automobiles. But there exists already a 
large replacement market for most types 
of electrical equipment and it grows every 
year. And the public are rapidly being 
taught what to expect in the appear- 
ance and performance of the equipment 
that goes into their homes. 

It should be clearly understood, how- 
ever, that the trend to design in the ele: 
trical appliance business does not sten 
from the activities of such independent 
industrial artists as Guild or Dreyfuss or 
Patten. Designing is going on all th 
time in the shops and the factories ot 
manufacturers the country over. Wit! 
out the big reputations of the headlin 
workers in this new field, these designer: 
are just as aware of trends, just as cou! 
ageous in their approach to the problems 
new designing brings up. 

Design is not the discovery or inven- 
tion of a man or a group of highly-paid 
artists. There are just as many obscure 
workers producing beautiful products 
working ceaselessly to find new methods 
cut costs of production, use new materials 
and make merchandise more attractiv 
and more salable. 

It is to these men, chiefly, that the 
appliances industry looks to design and 
produce the appliances that will be lead 
ing the field in the years to come. | 

But independent or employed, industria 
designers have come to stay. 





Gas Furnaces Follow 
Oil Burner Sales 


At summer long in Chicago the three 
utilities promoting gas home heal 
ing have been running page advertis¢ 
ments, featuring a generous no ome) 
down, take it if you like it offer. !esults 
tend to show that installations jus‘ abou! 
follow the oil burner sales curve, esp! 
promotional pressure, according to Pav 
Jenkins of the Peoples Gas Light & Cok 
Company. Once in, he says, insta! atiom 
generally stick, particularly in resi ‘enti 
districts. Oak Park, for example, repot 
less than 6% withdrawals. 
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No. 472 4471 


No, 447 


New Glow Lamps 


Entirely different in design—new electric 
glow lamps in Satin-Ray aluminum and 
sparkling copper—a sensation in beauty and 
[he copper models are 8% inches 
aluminum model is 9 inches high. 


Three Models 


No. 1470 Saturn—Solid Copper 
No. 472 North Star—Satin-Ray Aluminum 
No, 4471 Areturus—Solid Copper 

and sockets listed 
Underwriters’ Laboratories. 


color 


high, th 


as standard by 


At a Popular Price 
For Holiday Volume 


smart, exclusive lamps—yet each of the three 
models is made to retail at $1.75 and u Western 
retail $1.95 Dealer’s net price is $1.05 each 


»b. West Bend, Wisconsin. This attractive price 
means a quick volume during the holiday season 


Effective Sales Help 
Bach lamp is packed with an individual tag. a dif- 
ferent color for each model, which illustrates the 
many uses of the new glow lamp—living room, 
nedroom, writing desk, hall table, radio, nursery, 
w. A valuable sales talk. 


Profitable Plans 


Advance showings of the new glow ings 
indicate an exceptionally wide interest in 
these new designs. Ask your jobber or 
write us direct! 


WEST BEND 


Aluminum Co. 


West Bend, Wisconsin 


Dept. 890 








Sell light by SIGHT VALUE not 
Wattage—and Watch sales mount. 

Write for the SIGHT- 
METER Plan that is in- 


Better creasing sales wherever 
Light used and facts about 
Better SIGHTLICHT Demon- 
Sight trator and Tester. 


The SIGHTLICHT 
Chryster Bullding, New York. W. Y. 
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Outfitting Co., Kalamazoo, warned .. . 
Good Housekeeping Shop, Flint, able to 
offer a $49.50 special on Easy washers 
through purchase of a carload... 
American Beauty washers—‘sweetest 
running washer in America”—at $39.45, 
Kobacker’s, Flint ... Maytag factory 
copy—“Now 45% less than the 1929 
price” appeared in several state papers, 
sometimes over dealer’s names, sometimes 
not... H. F. Cole, Inc., Grand Rapids, 
going heavy on Thor . . . Vandervoort 
Hdwe. Co., Lansing, hold “buy washer 
now” campaign, with Westinghouse and 
Conlon washers, $54.50; Blackstone 
$49.50; Prima, $44.50 . . . “Buy at price 
of bargain models” Consumers Power 
Co., Kalamazoo, urges for Universal 
washers, $49.50 . . . Schuitema Electric 
Co., Muskegon, featuring the double 
dasher Apex washer at $69.50... 
Montgomery-Ward, Kalamazoo, arguing 
“push button control” for their Supreme 
washer .. . Young & Chaffee Furniture 
Co., Grand Rapids, offering “first time 
in G. R.” Whirlpool washer, $1 down .. . 

East Lansing Electric Co. advises it 
has bargains in used electric ranges and 
ice boxes ... Herpolsheimers, Grand 
Rapids dept. store, runs home furnishing 
sale, with clearance of floor samples of 
Frigidaire, and Easy washers at $49.50 


Advertised in September 


CONTINUED FROM PAGE 47 oo 


. . . Bishops, Lansing department store, 
wins kudos for premiums this month, 
holding 2 for 1 sale, week of Sept. 17, 
offering Grunow radio and Grunow re- 
frigerator both for regular price of re- 
frigerator ... 

Boston Store, Grand Rapids, climbs 
aboard home modernization wagon with 
space on G.E. ranges . . . Hercules, 
modified air conditioning unit, $90; 6 Ib. 
Challenge iron $1.29; kitchen drop light 
$1.29, all at Sears-Roebuck Co., Flint 
... Arbaughs, Lansing department 
store, becomes “kitchen conscious,” adver- 
tising waffle iron, 6 lb. hand iron, and 
turn-over toaster, all at 98 cents. Store 
sponsored introduction of Freezol, new 
hand-crank device turning out ice cream 
in 30 seconds . . . Herpolsheimers, 
Grand Rapids, sells minor items—fan 
type electric heater $4.98; Hotpoint iron 
$4.95; toaster $1.98; chrome waffle iron 
$3.98 .. . “Timken automatic oil heat 
now available at the lowest price ever of- 
fered” (only $25 down) declares H. F. 





Cole, Inc., Grand Rapids . . . Hoover 
vacuum cleaners $21.45 at Knapps, 
Lansing ... Factory rebuilt Eurekas 
being offered several cities by Con- 


sumers Power Co. stores for $19.85 with 
full set of attachments .. . 
In all, a good month. 





Straws That Show Which Way the Promotion Wind Blows 
What principal Midwest newspapers carried in September, in inches of advertising* 


September 
Dept Furniture Nat'l Chain 
Stores Stores Dealers Distributors Utilities Stores 
Washers 
Chicago 88 242 93 0 78 118 
Des Moines 12 38 16 0 0 6 
Kansas City 108 0 48 0 0 10 
Omaha... 85 0 123 20 89 0 
Milwaukee 32 55 86 20 28 95 
Minneapolis 35 34 16 0 27 0 
St. Louis 32 44 210 0 0 63 
392 413 592 40 222 292 
Refrigerators 
Chicago... .. 347 30 16 99 162 75 
Des Moines. 54 0 6 78 26 
Kansas City 137 12 136 70 210 48 
Omaha.. ; 12 0 32 62 20 0 
Milwaukee ; 52 44 16 60 24 86 
Minneapolis 240 0 36 148 0 12 
St. Louis... . 244 0 201 48 33 51 
1,086 86 443 565 449 298 
Small Appliances 
Chicago. 2 0 0 0 209 8 
Des Moines 13 0 0 0 0 0 
Kansas City 30 0 21 0 305 0 
Omaha... . 0 0 60 0 157 0 
Milwaukee 4 0 0 0 187 14 
Minneapolis 40 0 0 0 0 0 
St. Louis 18 8 8 0 63 0 
107 - 89 0 921 “22 
Irons 
Chicago. 0 0 0 0 18 18 
Kansas City 0 0 20 0 0 0 
Milwaukee 0 0 0 0 0 32 
St. Louis. . 0 0 0 0 10 
0 0 20 0 18 50 
Alr Conditioners 
Minneapolis 0 0 0 30 0 0 
St. Louis 0 0 0 70 0 0 
0 0 0 100 0 0 
Ranges 
Kansas City 0 0 0 0 304 0 
Omaha... . . 0 0 0 0 36 0 
Milwaukee ; 0 0 0 0 64 0 
Minneapolis 30 0 0 0 166 0 
St. Louis 0 22 0 0 120 0 
30 22 0 0 690 0 
Cleaners 
Chicago... 10 4 0 0 36 30 
Kansas City 22 0 0 0 0 0 
Omaha... .. 0 0 14 0 0 0 
Milwaukee : 0 0 iW 0 0 36 
Minneapolis ‘ 44 0 10 0 0 0 
St. Louis 0 0 0 56 0 0 
72 4 35 56 36 66 
Ol Burners 
Chicago. 0 0 0 0 20 
Kansas City 0 0 0 0 0 20 
Omaha... .. . 0 0 16 0 0 0 
Milwaukee 0 0 1 0 0 36 
Minneapolis 0 0 118 0 15 
0 0 27 118 0 91 
Stokers 
Milwaukee 0 0 0 10 0 24 
Minneapolis . 0 0 0 36 33 0 
0 0 0 46 33 24 


*This does not pretend to be a complete check but is merely a day by day record that shows trends 





RCA Victor 


G. K. Throckmorton, executive vice 
president of the RCA Victor Company, 
has announced the appointment of T. F. 
Joyce as manager of advertising and sales 
promotion, succeeding Pierre Boucheron, 
resigned. In addition to his new duties, 
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Mr. Joyce will continue his former. 


Telechime 


Mr. F. V. L. Smith, in charge of the 
Eastern Sales Offices of the Telechime 
Division of the General Kontrolar Co., 
Inc., has moved his headquarters from 142 
Liberty St., New York, to the County 
Trust Bldg., Suite 1701, 265 W. 14th St., 
New York. 








The New 
AMERICAN 


BEAUTIES 











NEW COLOR 
NEW BEAUTY 
NEW FEATURES 





A COMPLETE 


“STEP-UP” LINE 


including a REAL leader model—in 
all, ten NEW models that range up- 
ward in easy $5 steps—the SURE way 
to sales. The New American Beau- 
ties have 


OUTSTANDING FEATURES 


that take them out of the ranks and 
that really appeal to the women who 
use them. 


New “‘‘English’’ type agitator produces 
e 4 faster, more turbulent & jens 
water action—KIND TO CLOTHES. 
““Double-Safety’’ Wringer. Entirely 
y 4 new. Automatically releases pressure, 
releases and completely disengages both 
rolls. Easily reset. No obstructions mar 
full visibility. 
Double Wall Heat-Retaining Tub. 
¢ On certain models. Provides air space 
that keeps water bot longer. These 
three practical features are yours— 


Plus a Real Sales Plan 


perfected by a company with years of reputa- 
tion for sales building, and for reliability of 
manufacture. Get in line for more sales 
with these NEW American Beauties. Send 
for details today. 


GETZ POWER WASHER CO. 
1034 Walnut St. 
MORTON, ILL. 
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has happened 


since the day Mr. McGraw 
“Electrical 
chandising” 
back in 1914, which has 


Mer- 


from me 


so exciting as 


the paper’s change of size. 

“Yer nertz,” exclaimed 
one Important Subscriber. 
“Why, I have to clear all 
the papers off my desk to 


the damned 


“Sure, I read it—what else would I do with it?” 


And that, it seems to us, is the answer. 


“Electrical Merchandising’s” readers are learning 


that ads are news, that the new and 


wanted features 


of the paper are inextricably tied up with the new 
format, that stodginess departed and zest walked in 
when we brought advertiser and reader together on 


the same page. 


There was a time when advertisements were 


considered an inescapable cross in 
business. 
business very long without income. 
Nevertheless, the practice in the old 


the publishing 


Ads mean income, and you can’t do 


Hence the ads. 
days was to seat 


the advertiser below the salt, to isolate him “in the 
back of the book” lest he contaminate the purity 


of the editorial pages. 


But advertising has changed — also our ideas 


about advertising. 
bunk. 
of great commercial importance. 


It is no longer 


mere brag and 


It is, in a very real sense, news—often news 


The ads in the 


new “Electrical Merchandising”, take them by and 
wide, are as vital as the editorial text. They are just 


as important to the reader. 


The reactions to “Electrical 
new styling have been prodigious. 


is measured by volume of “fan mail”. 


Merchandising’s” 


Reader interest 
Our “fan 


mail” has been excessive and interesting since this 
change—not all complimentary, but all leading to 


one blunt conclusion— 


The paper is being read. 


It is being read more carefully by more readers 


than ever before. That means that 
“Electrical Merchandising” is doing 
both readers and advertisers. 


in its new dress 
a better job for 


We're going to keep on doing this better job. 


Electrical 


An advertisement by Frank B. Rae, Jr. 


Merchandising 


Member ABC & ABP 


A McGraw-Hill Publication, 330 West 42nd Street, New York 





as CONTINUED FROM PAGE 21 


hardly in need of repetition. From past 
experience, a very small percentage of 
retail sales people will of their own free 
will, do anything about it. Store demon- 
strations will improve the profit for the 
dealer, therefore Mr. Dealer is the one 
who must do something about this situa- 
tion. 

Radios are sold because you let the 
customer hear and see what they will do. 
Automobiles are sold because we drive 
them, and not by display or reading 
alone. 


Provide Demonstration Space 


Therefore the first step in selling more 
profitable washers is to provide a demon- 
stration space in the store. Fit up a 
model laundry, however small, with run- 
ning water, and connect the washer to 
water and electricity. 

Show by the hose connection that there 
is no lifting of pails of scalding hot 
water, show by the mixing of hot and 
cold right at faucets, that any desired 
temperature may be had. Explain the safe 
water action not only on heavy but 
sheerest laundry. Know about the best 
bluing methods and use of starches, 
know the method of washing organdies, 
white and colored, large blankets, over- 
alls, etc. (These are not the usual meth- 
ods employed by today’s store salesmen.) 
Rinse the pieces and wring them out of 
the water showing each detail so that the 
prospect visualizes how she would handle 
the work at home. Explains the safe con- 
struction by operating laundry through 
the wringing as well as the washing. Let 
customer handle pieces after wringing to 
see that nothing is torn and that clothes 
are dry enough to hang on line. These 
are not the usual methods used by today’s 
store salesmen. They are known to most 
outside specialty salesmen in the washer, 
refrigerator and cleaner field, who are 
today better trained in creating desire 
and demonstrating use. Few of these 
men sell lost profit units. Store floor 
salesmen are, as a class, poorly trained 
in creating desire and demonstrating su- 
periority of better product; their sale 
average is too low. 

We, who take pride in and profit from 
this industry, should act. Time spent in 
actual demonstrations is profitable. A 
better satisfied customer sells others. Sell- 
ing use rather than the thing develops a 
vocabulary of more uses and better ticket 
average is the result. 


Customers Sell Others 


| caught a remark dropped the other 
day in a store with a large but poor stock 
of washing machines—a really large as- 
sortment of cats and dogs of every size, 
vintage and description. 

The remark made by one woman cus- 
tomer to another was, “Mrs. Blank, you 
must see the demonstration at So & So's; 
they are really interested in helping dis- 
cover the washer best suited for your 
particular needs and they demonstrate the 
merchandise to you.” 

This customer further remarked, “You 
will appreciate and understand better the 
latest wrinkles if you look over So & 
So’s displays.” 

In due course Mrs. Blank enters So & 
So’s electrical department. She is greeted 
by a trained specialty salesman. 

Salesman: “What are your laundry 
problems? I mean do you send your 
laundry work out or do it all yourself?” 

Prospect : “I am going to try it by myself 
and save the price of a washer.” 

Salesman: “Then you have been send- 
ing your work to the laundry?” 

Prospect : “Sometimes, but mostly doing 
it at home with hired help.” 

Salesman: “Have you ever used an 
electric washer ?” 

Prospect: “Oh, yes! 
out one washer.” 


We have worn 


Salesman: “Oh? Then you know 
something about them. What washer 
was it?” 


Prospect: “Bristol.” 

Salesman: “Oh, yes! A fine washer, 
you paid about $165.00 for it, didn’t you ?” 

Prospect : “No, we bought on terms and 
paid $179.00 for it.” 


Getting Away From the Price Tag 





= 

Salesman: “You have used tha Washer 
ten or twelve years and I am sure you 
feel that you have received ful! valye 
from it.” 

Prospect: “Yes, it is fourteen years oly 
and has done a lot of washings. 

Salesman: “Are your washing larger 
now than they were when you bough: 
that washer ?” 

Prospect: “Yes, there are two more j 


our family and the children are growing 
up. So we have about fourteen men’, 
shirts in the wash each week.” 
Salesman: “Well, Mrs. Prospect, [ ap 
sure you do not want a washer that ; 


too small or one that is cheaply gp 


structed, do you? You need a washer 
as strong and with at least as large a cg 
pacity as your last one.” 

Prospect: “Yes, I need as much ca 
pacity and my friend tells me these agi. 
tators wash faster than my old cylinder 


Salesman: “That's right! 
you how and why. 

“These tubs quickly illustrate capacity 
Junior—Standard—Large. Your ol 
washer compares in capacity with th 
large size. Please note your fami 
laundry is, you admit, a larger job toda 
than when you bought that cylin 
washer. I am sorry to have to tell y 
that hundreds of washers are being sol 
today that will prove too small or t 
weak in construction for the work re 
quired of them. Crowding by overload 
ing does harm to laundry and washer 
Step over and look at this washer, con 
nected and ready to wash clothes. 
want you to hear how quietly it runs 
Modern quality washers are built to rw 
quietly. You can tell something abou 
the quality of the hidden machiner 
which you cannot see by listening to it 
run. 


I will show 


Demonstrate Quietness 


“Before you buy any washer, listen t 
it run! Not only empty but with th 
equivalent of a full load! You don’ 
have to be a mechanic to tell good con 
struction. 

“Listen to the difference between a 
fine, well made watch and a cheap watch 
that tells you by ear alone. 

“And now I’m going to fill with wate: 
and mix the soap. There is so much dif 
ference in the hardness of water that 
we must know the zero point of hard 
ness. By breaking hard water the soa; 
will do better work and last longer. Yo 
know how much less soap rain water 
takes out in the country. That is be 
cause the water is soft. 

“While the tub is filling we will put 
these badly stained pieces in cold water 
to soak—just long enough to apply 4 
little extra soap to the spots (use a soaj 
rich in tallow for this as it acts on most 
stained linen better). 

“Now we are ready to proceed with th 
first load of finer things. 

“Yes, about 8 minutes is long enoug! 
(Oh! The last load on rag rugs or over- 
alls, partly because water has lost som 
of its punch, run such articles twelve o 
fifteen minutes if you like.) 


Contrast Old and New 


“Speed is the new feature on w 
contrasted with your old washer }! 
it is with the modern automobil: 
trasted with old model of 12 or 15 
ago. 

“And now for the rinse! It 
possible to be too careful of the rinse 
Steam laundries frequently give six % 


7 


< 


more rinses—whether the older wringe’ 


and stationary tub or the new extracto! 


and sterilizing rinse methods are used it 's 


very necessary to rinse well to insur 
whiteness. 
“You see this washer saves you: time 


saves your strength and is really «ase 


on the laundry. 

“In view of the life you have a r ht! 
expect of your new washer, this h 
will give great satisfaction, lor 
and better laundered clothes. O «ft 
fifteen-year period don’t you thir: } 


will appreciate the difference and org 
the small additional cost over « too 
light, too small and too old fashioved ™ 


its methods af doing your work?’ 
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Why Refuse a Lift? SEARCHLIGHT 
Fe nce neon SECTION 2222. 
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shou | ee ef ko) Be i fal me 
vasher This crucial necessity goes far beyond because of high-pressure tactics which bor numbers.) Pde a eal sient am... pe 
© you the points mentioned. For example, the were resented. Back in Buffalo, a third Pesuitone ¥ coant ent eB other aa using inch. is measured vertically (on one 
Value shopping survey referred to reveals that failed because he paid more attention to Representatives advertising) 15 cente | & clone. tase s che: 
75 per cent of these 116 appliance the wife than to the husband. And a aus'% am ban numbers.) - ; Box Numbere—Care of Electrical Merchandis- 
ars old dealers had no equipment whatever in shopper, in a survey referred to, found Discount ot 10% if full payment is made in ing’s few Tork, Chicago or San Francisco 
the form of sales charts, exhibits, tables an appliance salesman on the floor of a displayed advertisements played ads. Replies forwarded without charge. 
larger or chairs. To get a prospect comfort- Chicago department store who shied 
Dough ably eated, means that hs oe —_ roy —— because he had FOR SALE WANTED 
‘le. if he must stand, he will be iquor on his breath. — $$ ——_____— tipeeceseaase 
— = isly impelled t6 jump out of any Many influences are at work in sales Make your omens, ont Showeards stride, with ‘iheld served t by Blectrteal Mer q pcunte! te 
owin sales presentation at any moment. A making beyond the product itself. The eg ggg Bg Bg BO tion of thousands of men whose interest is 
men’ ealesman, then, has a right to demand of prospect buys the salesman just as cer- tion, free. Write National Sign Stencil Co.. assured | because this is the business paper 
; : . . . . 7 . y Ave t. Paul, Minn. y 
his dealer that he equip himself in a way tainly as she buys anything else. Are : 
iw that will make the prospect comfortable, you improving yourself in ways that will SALESMEN WANTED i DISTRIBUTORS WANTED 
that j will give him the chance to demonstrate win more sales? Is your personality To Call “ Dealers and Jebbers i enent eects a CUUM CLEANER 
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e ag men aren’t effective ! yourself ? 
inder From the second standpoint, for years : I have before me the analysis of a ques- 
| show we have wailed to manufacturers “Give — » a cage ee pa ‘6 ” 7 
us the kind of selling helps we can use” in whic asked them to detail the per- D 4 A G A 
pacit Siena me, I eth fee I have been sonal traits which were most resultful in oO EARCHLIGHT ds et nswers « 
t sn appliance salesman. The fact is, how- winning a greater percentage of orders : 
th th ever, that we all should be surprised that from prospects. A digest of their Here’s a review of some answers received by box 
famil manufacturers supply us as much as they opinions shows that an appliance sales- number advertisers since the first of the year. : 
toda io because we almost totally fail to use man, to be successful, should be pleasant, ; 
tp anything they provide. Here’s proof, courteous, truthful and know how to 10 Replies recelved eit atlas Ni iy ti ee : 
all y ain, and from this same shopping smile. He should be. enthusiastic about Canting © Citage sepeteeaiative SReplin nal 
ig survey. the product he is selling. Never should 3 oe _~ sina ink i aaa —by & proprietor of an electrical store who wants 
a? Better than 90 per cent of salesmen he be offensive or overbearing. He must mission basis in eastern Pennsylvania 6 Replies recelved repeat 
rk te shopped failed to use a sales feature book, be adaptable, convincing and straight- s pee tye citi tj same Mamaia ae marith, wermtoey on Glectriesl appliances 
erload which the manufacturer had made avail- forward. - ; — ee. by a. manufacturer of washers wanting repre- 
vasher able for that purpose, in their presenta- He should inspire customer confidence, 10 Replies received 5 meet winced peste 
r, con tion. Over 95 per cent failed to use a make the prospect feel superior, avoid g AE et ——=e “he ‘ates oe ae Ge er plier 
es. | comparative buying method provided by high pressure, know how to make con- 2 Replies received alse Feceived to the seme advertisements pub 
f= the manufacturer. In addition, the versation on any point and turn it to his oF oe itr etae Deeley ‘Tork end Northern © Replies received : 
uns fs ’ ~ . —" le advertiser offering representation in Cleve- 
to ru record of their failure was this: 100 per advantage. He must be well informed ; Pennsylvania land on washers, sweepers and refrigerators 
about cent used no letters of local testimony, concerning competitive procedure and . yy offering representation in New . Replies received. wanting to purchase an electric 
chinery 83 per cent failed to justify the purchase, thoroughly know and believe that the England torritery SOHENS ENS GS CDE Hep Sh GEES San 
g to it % per cent failed to use the visual product he is selling is the best value (NOTE that these advertisers were offering or seeking selling 
presentation provided, 80 per cent offered of all. opportunities in localities distributed all over the country) 
no catalogs when they were requested, 60 He cannot afford to have an inferiority ~ - — 
per cent offered to give the prospect no | complex, be a dissipator, an alibier or a SEARCHLIGHT” ads can serve you to equally good purpose on similar 
pick-up or piece of descriptive literature slicker. He must have tact! business wants. 
sten | of any kind. The various appliance man- Well, there you are—to surround your- 
ith t ufacturers regularly spend millions of self with helpful selling influences, to use 
don’t dollars, in cooperation with their dealers, the sales helps at your disposal and to 
dd cor in providing presentation and follow-up condition yourself with the right person- E R V I E S 
literature of this type—and less than 20 lity, characteristics and motives is to P A R l 
ween a per cent of all appliance salesmen make add to your ability to win more sales AN D 
) watch any attempt to use any of it. Maybe we with less effort than you have ever done 
think we’re wizards who need no help before. Try it and see! ( ( i 
1 water of this sort. The fact is, however, that A E S R I E S 
ich dif we're plain dumb-bells if we don’t use it Ba h ded 
er that —and a don’t. renan sh 
t hard Finally, we need to adjust ourselves Advertisin Be Sa te ary Bem ty Ae 
ne soay properly to win as well as to surround . g oS 7 oe payment is made in advance for 4 consecutive insertions of undis- 
er. Yo urselves with the most persuasive of N Chicago, where the largest domestic DISPLAYED RATE: $12.00 per inch per insertion. 
want selling helps and to use the promotional gas heating campaign in the country oe (An advertising inch is measured = on one column 
is be materials which manufacturers and is running, the Chicago Coal Merchants There are ¢ columns—60 Inc page). 
lealers supply us. Association has resorted to rather bare- 
vil pe The other night there passed me a handed methods in meeting the competi- BAGS — : : 
1 water mongrel cur with a dejected look whose tion. we eee Gaee Se ee, Beg for : Do You Receive Our Monthly Spe- 
ipply a tail hung between his legs. I felt like The gas company’s proposition offers the lowest price in quantities. Universal Sales ' cial of Vacuum Cleaner Replace- 
a soaj giving him another boot down the pike. free installation, removal of furnace after Trenton, N. J. . ; ment Parts?—If Not—WRITE Us. 
ym most The next morning, another hound with one year at wish of customer. The Chi- NEW ADS ‘. ‘ : REPAIR PARTS & REPLACEMENT Co. 
the flash of exuberance about him, cago Coal Merchants Association are Electrical Merchandising. “Reala Un received ot ; 1214-18 North WELLS STREET, CHICAGO 
with th jounded up to me, tail wagging in meeting this overwhelming offer by check- = ea ee Se ee i oe ne Ties Caner ; 
' ecstasy, tongue hanging out in the ing up on families that have used gas the , 
oa semblance of a happy grin and I felt like past year and contrasting their expendi- 
a poss 7 a in my ate — marveled tures with coke fuel. In appearance the Sen d for 64-Pa ge Catalo £ f 
st som at the difference in feeling that an atti- : ign is st i ; e ; 
velve ( tude can make. We must all be like the prea a on illustrating 600 Washing Machine Parts © 
latter sort of hound, in every approach ~ a 0 = +) cos g—s @ t_» 
we make. F Di t i t @ 2» 
There are too many discouraged, arm S r © s ea eG 5 ,O& 
— beaten, bewildered appliance salesmen. Hi M ¢ h ad De 
ast 3 They perform like Napoleons. In the past ave ore Uas Se =3- Lats €) = 
* gee decade of victory, they acted like heroes. yp koucst stories and news photo- =< Ves Ss J Ta ae 
1S as Things came easy for them. The pub- graphs of dust drifted like snow have (UCD —_—_S a v) ies. 
~ spent oy, apo ; Sena ge poser a oe — ot — WRITE OR WIRE US—NOW! 
™ stories, even when weak, delivered re- conception of the farm market, the Capper 
° rine sults. Then came the Waterloo of the de- = farm papers announce. ” SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 
—" pression and, like the great Napoleon, On a chart compiled recently which a 
a they were licked. But remember this— gives the total farm cash income including 


G ~ C ] : 
every defeat is likewise a success. The benefit payments it is revealed that every Sell Faster OODRICH ROLL ost No More ' 
law of action and reaction is eternal and state in the union with the exception of 
inviolate. What was Napoleon’s defeat South Carolina will have more money 
was Wellington’s success. So we must the coming year than during 1933-1934. 


all acquire the Wellington point of view 


. The recent rise in gas engine washer SERVALL CO Gevburn Ave. Detroit. Mich. 
The obstacles and resistances which stop sales during the entire year of 1934 is one SERVALL CO., 4409 Sey Id 


thers are our opportunities. Depression good indication of the fact that the farmer 
att defeats for the many are our chance to has already taken advantage of increased Write for 


ARMATURE 
she forge ahead—but only if we prepare our- income to invest in goods for the home NEW ILLUSTRATED CATALOG 


’ ; selves properly. Just how much effect the drought will oe Se ee oS : REWINDING | 



































“ REPLACEMENT ;PARTS & SUPPLIES = , - id 
Over In Cincinnati, a salesman lost an im- have on sales in the next two or three for Vacuum Cleaners, Wringers, Electrical Supplies. q W ss oe 
ale i portant appliance sale in a neighborhood months is difficult to gauge, but buying in Vn CLD ARMATURES REWOUND $125. | We Steck Veouem Ctssnes Facts | 
d ‘orget store recently because his fingers were the affected states has so far held up very The Premier Brass & Elec. Supply Co., Inc. i 4 || WILLMAN ELECTRIC ‘ 
toc yellow with nicotine. Out in Los An- well. 93-13-150th St... Jomeics. 1. i § 2554 Sturtevant, Detroit, Michigan | 
ic od if - 
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DEALER 


LITERATURE 


from the 


Manufacturers 


Manufacturers issue new booklets, leaflets and other printed 
material from time to time which can be of considerable 
help to electrical merchants not only in selling but in buying 


as well, 
literature. 


Listed below are some of these recent pieces of 
If you are interested in securing copies of this 


material, put a circle around the key number on the coupon 
and we'll pass on your request to the various manufacturers 


at no cost to you. 


IRONER teratur ssued by Scott 
M i tactur ’ \ ) ll 4 ut their new 


4 ales teatures ‘“ i 


OIL BURNERS—A booklet recently is 





\ i Sales Corp. points to 
1 g ' lities f 1 
i WW tably they can be 
t refrigerator dealers and 
BETTER L IGHT- I in with t 

rrent ca 11g better lighting, The 
sight Sa g Cou 1 of Cleveland has 
t “Eyes in Danger,” whicl 

rates the many ways i 

are at pres 

g ficient and harmful lght 

int c iu 
WASHERS a roners of the Conlor 
Cor are l ribed in their brochurs 
: t rt their lealer poli 1¢s 
4 


tro! adapter aps t 

ry nm the ew atalog 

f I ant Electric ( No. 5 
HEATERS— Their rculator heater 

{f the ay ances shown by Knapp 

M ar { t a new series of sheet 

i g vith your appliance 

atalog 


APPLIANCES mad Manning-Bow 
& Co., styled so that they all matcl 
appearing together on the dining roon 


table, are shown in a recently issued cat 





SIMMERING UNIT which can be 


alled on a makes of electri stoves 
lustrated in a mailing piece issued by 
ectr aster No. 9 


WASHERS—Voss Bros. Mfg. Co. have 


ssued an illustrated booklet showing 
r line t washers and accessories 
bot electr und = gasoline powered 

v 
CORD SETS, ckets plugs and 
vitche f any types are included i: 
atalog f the Marks Products Co 

ll 


TOASTERS, rills, waffle plates, etc., in 
Edicraft made by Thomas A 
are shown in their catalog 


WASHERS—tThe full line of the Barlow 





Seelig Mfg. Co. is shown in a booklet 
llustrates each number 

i tak ip each part in detail 

ng it truction and material 
BATTERIES—A full line of dry cell 
tteri together with a large variety 

" re " llustrated in a catalog 
Bright Star Battery Co. No. 14 


phony ge SOFTENERS and how they 


de alers localities hav 

lustrat ol by a booklet 

Soft Water Under Permanent Electri 
ntrol ued | the Permutit ( 


¥ ar water 


TOASTERS, grills and other kitchen 
appliances made by Chicago Electric 
Mfg. Co. are shown in their recently 
ssued catalog. No. 16 


OIL BURNERS and their dealer oppor 
tunities for profit are shown in a booklet 
Dollars from Empty Coal Bins,” issued 
yy Cleveland Steel Products Corp. No. 17. 


APPLIANCES A line ranging from 
asters and grills through irons and fans 
illustrated in the Fitzgerald Mfg. Co.’s 

atalog No. 18 





a TRAYS—McCord Radiator & Mig 

illustrate their new flexible metal 

tray for ice cubes which can be emptied 
stantly by bending No. 19 


LIGHTING FIXTURES of all types 
for commercial installations are illus 
trated in the complete catalog got out 
by the Ivanhoe Division of the Miller 
Co No. 20 


BATTERIES designed for a full line of 
flashlights, pure, the lantern type, 
and “A.” “B” and “C” radio batteries are 
shown in the Burgess Battery Company’s 
recent catalog. No. 21 


WASHERS made by One 
Washer Co. are 
their leaflet 


Minute 
hown with specifications 


No. 22 





WRINGER ROLLS made in a complete 
range of sizes to fit practically every 
washing machine are listed in a catalog 
issued by Lovell Manufacturing Co 
No. 23. 


INDIRECT LIGHTING as a means of 
nproving the illumination of your store 
s described with illus trations of their 
Permaflector Luminaires,” in the litera 
ture ~f the Pittsburgh Reflector Co 


EGG COOKERS in a variety of types 
are offered as companion items with their 
vaster by The Hankscraft Co. and are 
described in a recent ircular. No. 25 


RAZOR BLADE SHARPENER—Gen 
eral Electric have a broadside showing 
their electric razor blade sharpener, and 
what they are doing to help dealers sell 
t No. 26 

REFRIGERATOR dealers and distribu 
tors should find helpful material in a new 
yooklet issued by Leonard Refrigerator 
Company. No. 27 
LIGHTING—Domestic fixtures of every 
tvpe and for every period of design are 
illustrated in a brochure issued by the 
Lightolier Co No. 28 


ICE TRAYS—The advantages of selling 
boxes equipped with flexible rubber trays 
and grids are pointed out in a broadside 
ssued by the Inland Mfg. Co. No. 29 


PORCELAIN ENAMEL—What they 
feel dealers should know about this ma 
terial, useful for many electrical appli- 
ances, is set forth in a booklet issued by 
the Porcelain Enamel Institute. No. 30 


TOASTERS—Waters-Genter Co. has a 
broadside illustrating their new dealer 
help—an appetizing food display to be 
ised with their toaster and tray. No. 31 





CIRCLE NUMBERS... 
SIGN...CLIP OUT AND MAIL 
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Statistical Barometers 


FIGURES ON ELECTRICAL APPLIANCE 
SALES AND ELECTRICITY SALES 


ELECTRICITY USED BY HOMES 


During the first seven months of this year, 
American homes have consumed 7,342,953,000 
kilowatt hours of electricity, which is a 6% 
gain over the 6,926,116,000 kilowatt hours 
consumed in the corresponding period of 
1933. The Edison Electric Institute reports 
consumption of electricity for home use as 
follows : 
JULY 1934 955,691,000 Kw. Hrs. 

866,876,000 Kw. Hrs. 
aie 929,000 Kw. Hrs. 
6,522,000 Kw. Hrs. 

- eee 1,028" 562, 000 Kw. Hrs. 
pa etnoeee 1,055,511,000 Kw. Hrs. 
February 1934 ...... 1,122,776,000 Kw. Hrs. 
January 1934 ....... 1,243,962,000 Kw. Hrs. 


Average 


annual consumption by wired 
homes: 


617 Kw. Hrs. 


Year ended July 31, 1934 
1933 600 Kw. Hrs. 


Year ended July 31, 
Average monthly electricity bill paid by 
wired homes: 


Year ended July 31, 1934 
Year ended July 31, 1933. 


tn 


tore 


76 
.78 


Average residential electricity rate: 


Year ended July 31, 1934.. 5.37c. per Kw. Hr. 
Year ended July 31, 1933 5.55¢c. per Kw. Hr 


IRONING MACHINES 


POWER SALES 





Sales of household electric ironers, re 
ported by 19 manufacturers to the American 
Washing Machine Manufacturers’ Associa- 
tion totaled 26,083 portables for the first eight 
months of 1934, as compared with 16,015 for 
the first eight months of 1933, an increase 
of 62.9%. Table type ironers for the same 
period of 1934 reached a total of 51,617 sales 
as compared with 25,705 for the first eight 
months of 1933, an increase of 100%. Monthly 
figures follow 


AUGUST 1934 2,612 peseabte and 
8,418 table type 

August 1933 2,931 oartanle and 
881 table type 

July 1934 . vxeeal ,146 portable and 
6,536 table type 

June 1934 2,726 portable and 
ath table type 

May 1934 2,864 portable and 
6,083 table type 

April 1934 es .  %8,558 portable and 
10,336 table type 

March 1934 5,492 portable and 
6,326 table type 


February 1934 


January 1934 


" ype 
Saturation, January 1934—801, 450 homes 
or 4% of total wired homes. 


OIL BURNERS 


Sales of household electric oil burners as 
reported by 149 manufacturers to the Bureau 
of Census, Department of Commerce amount 
to 26,919 burners, for the first seven months 
of 1934. These sales compare with 24,210 
burners sold in the corresponding period of 
1933—an increase of over 11%. Monthly 
figures are given below: 


JULY 1934 4,704 shipped in the U.S 
July 1933 7,484 shipped in the U. 8. 
June 1934 3,847 shipped in the U. S. 
May 1934 6,349 shipped in the U. S. 
April 1934 4,865 shipped in the U. S. 
March 1934 3,480 shipped in the U. S. 
February 1934 ... 1, 703 shipped in the U.S. 
January 1934 ..... 1,971 ship in the U. 8. 

Saturation, January 1934—739,500 homes, 


or 3.7% of the total wired homes. 


HOUSEHOLD REFRIGERATORS 





Sales of household electric refrigerators, 
as estimated by the Electric Refrigeration 
Sureau, Edison Electric Institute, with the 
assistance of the National Electrical Manu- 
facturers Association, reached a total of 
1,203,615 refrigerators in the first eight 
months of 1934. This figure represented an 
increase of 35% over the same period of 
1933 when 890,480 refrigerators were sold. 
Monthly figures follow: 


AUGUST 1934 ....... 


79,195 refrigerators 
August 1933 


95,413 refrigerators 
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July 1934 120,846 refrig: : tors 
June 1934 190,003 refrig tors 
May 1934 277,988 refrig 


April 1934 .... 
March 1934 
February 1934 


266,264 refri; 
151,668 refriz. ators 
82,439 refrig:a 


January 1934 . - 35,212 refri; joa 
Saturation, January 1934—4,900,00 mes 
or 24.6% of total wired homes 


VACUUM CLEANERS 





Sales estimated by the Vacuum Cleaner 
Manufacturers Association show that for the 
first seven months of this year 523,340 floor 
and hand type cleaners were sold, as against 
325,821 in the same period in 1933. This 
represents an increase of 60%. 

Detailed figures on both floor and hand 
cleaners for the first sesven months of this 
year are given below: 

JULY 1934 40,065 floor cleaners and 
2,025 hand cleaners 
35,000 floor cleaners and 
10,673 hand cleaners 
52,348 floor cleaners and 
20,014 hand cleaners 
65,213 floor cleaners and 
21,738 hand cleaners 
55,526 floor cleaners and 
9 hand cleaners 
5 floor cleaners and 
1 hand cleaners 
00 floor cleaners and 
08 hand cleaners 
5,006 floor cleaners and 
4,802 hand cleaners 

Saturation January 1934—9,643,568 homes, 

or 48.5% of total wired homes 


July 1933 
June 1934 
May 1934 
April 1934 


Seon ean 


March 1934 


hott t-4 


February 1934 


8 
8 
3 
54 
1,9 


January 1934 


Lit mob ats 


RANGES 


Billed sales reported to the National Elec- 
trical Manufacturers’ Association by 11 
manufacturers 


AUGUST 1934 .. 11,333 ranges with a value* 
of $ 
July 1934 . 11,637 ranges Mgr A value 
of $781,4 
June 1934 13,620 a oo 
May 1934 16,394 ranges with x value 
of $1,124,7 


April 1934 14,477 ranges with . value 
of $1,020,463 

March 1934 10,378 ranges with a value 
of $731,461 


February 1934 5,575 ranges with a value 
of $397, 
January 1934 .. 3,611 ranges with a value 


of $255,490 


*Manufacturers’, not retail value 

Saturation, January 1934—1,147,750 homes 
wr 9.5% of the wired homes with available 
range rates. 


WASHING MACHINES 





Sales reported to the American Washing 
Machine Manufacturers’ Association by its 
31 member manufacturers indicate 795,7% 
electric washers sold in the first eight m: 
of 1934 as compared with sales of 611, 
for the same period of 1933, an increase 01 
30% despite decreases in July and August 
1934. Monthly figures follow: 


AUGUST 1934 
August 1933 
July 1934 
June 1934 
May 1934 .. 
April 1934 .... 
March 1934 suenpedoouwe 
February 1934 esnsenase ote 278 washers 
GRRE BESO occceesesces 5,203 washers 

Saturation, January 1934—8, 725, 693 homes 
or 43.9% of total wired homes. 


101,664 washers 
133,841 washers 
78,535 washers 
86,776 washers 
112,642 washers 
121,346 washers 
22,355 washers 


WATER HEATERS 


Monthly billed sales of complete tank !icat 
ers, side arm heaters and miscellaneous 
tric water heaters made by 11 companic 
reported to the National Electrical M 


facturers’ Association: 

AUGUST 1934 2,381 units with a v 
of $112,258 

July 1934 3,245 units with a v 
°o 56,175 


June 1934 
May 1934 . . 6,157 units with a v 
f $25 


o 
3,307 units with a v 
o ,716 
2,110 units with a v 
f $92,354 
1,651 ar with a v: 
,848 
56 units with a va 
5,919 
not retail, value. 


April 1934 
March 1934 
February 1934 
January 1934 .... 1,5 


*Manufacturefs’, 








kind. 
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Frigidaire has never believed in half-way meas- 
ures and never will. 

That’s why General Motors has spent millions 
of dollars in research that Frigidaire may con- 
tinue to be known as the leading product of its 
kind. That’s why millions of dollars have been 
invested in new plants and equipment that each 
Frigidaire may be as nearly perfect as it can be 
made. That’s why the vast purchasing power 
and the engineering skill of General Motors 


have been called upon to make Frigidaire, in 


every sense, a true General Motors value. 


As a result, Frigidaire today enjoys a reputa- 


THE W ORLD’S M OS 
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tion that is clearly reflected in Frigidaire sales. 

Aggressive in its policy of product improve- 
ment—aggressive in its advertising and mer- 
chandising methods—Frigidaire has steadily 
strengthened its position in the industry while 
company after company has come into the 
business and gone out again. 

Frigidaire’s two-fisted leadership—in quality 
—in value—and in sales—has won the approval 
of the foremost retail outlets throughout the 
industry. These dealers have found that Frigid- 
aire is the electric refrigerator that sells easily 
and stays sold. They have found that it is the 


A PRODUCT 


POPULAR 


OF 


ELECTR 


electric refrigerator that brings in real profits. 

Frigidaire’s sales program for 1935 is being 
formulated now. 

It will be the most comprehensive in the 
company’s history. It will embody new ideas 
and plans of the greatest importance to every 
man interested in the profits to be made from 
the sale of electric refrigerators. 

If you, too, like General Motors, have “an 
eye to the future—an ear to the ground,” it will 
pay you to get all the facts about Frigidaire’s 
1935 sales program. Write to Frigidaire Corp., 
Subsidiary of General Motors Corp., Dayton, O. 


GENERAL MOTORS 


IC REFRIGERATOR 





Devices such as fans and humidifiers and radiators 

are much closer to the experience of most busi- 
nessmen than is air conditioning equipment. There is 
a danger that the closer “trees” may block out the 
sight of the forest. 


It is so easy to buy mere circulation of air—or mere 
cooling of air—or mere washing of air under the de- 
lusion that air conditioning is being bought. Or it 
may be that you, like others, will be induced to pur- 
chase an assemblage of units originally developed for 
other purposes that will do all of these things. Still 
you will not have true air conditioning any more than 
you would have a fine motor car if you put a marine 
motor under the hood. 


True air conditioning, as Kelvinator sees it, involves 
the design, from the ground up, of equipment that 
will heat or cool air, wash air, circulate air and raise 
or lower the water content of air. With vast labora- 
tory and engineering facilities, Kelvinator has ap- 
proached the air conditioning problem without the 
handicap of preconceived ideas— without the necessity 


pie] 


TS A CASE OF NOT SEEING 
THE FOREST FOR THE TREES 


to utilize units designed for other purposes. Kelvinator 
air conditioning equipment has been designed sole/y to 
condition air. 


Except in a very general way no two air conditioning 
problems are the same. It is important, therefore, to 
remember Kelvinator’s equipment ranges from a half 
horse power single office installation to twenty horse 
power jobs for a restaurant seating hundreds of people, 
an assembly room, a store or a theatre. Throughout this 
range, Kelvinator offers—not an approximation—but 
the scientifically determined high efficiency that is neces- 
sary to customer satisfaction and operating economy. 


If you have been thinking about air conditioning 
equipment, we are sure that you will find it profitable 
to talk with a Kelvinator representative—a man trained 
to analyze the conditions surrounding your particular 
business. He will be glad to answer any questions you 
have in mind. Or, we will send you our literature. 
KELVINATOR CORPORATION, 14250 Plymouth Road, 
Detroit, Michigan. Factories also in London, Ontario, ¥@ 

and London, England. 4 
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